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How Good Is the ‘Voice’ Program? 
Admen Come In, Giving It New Life 


No ‘Sales Curve’ Exists 
to Bolster Budget Pleas; 
Radio Funds Under P&G‘s 


By STANLEY COHEN 

WaAsHINGTON, Aug. 8—How good 
is America’s overseas information 
campaign? 

Is it true that this salesminded 
nation falls flat on its face when 
it tries to put together a campaign 
explaining its motives and objec- 
tives to other nations? 

Are talented individuals util- 
ized? Or are they ignored, or 
buried under a heap of bureau- 
cratic red tape? 

Though it has handled the pro- 
gram for more than five years, the 
Department of State faces these 
questions each time it goes to 
Congress for appropriations. 

Presumably, the questions per- 
sist because the department has 
never been able to provide con- 
vincing answers. 


s Currently, the prevailing feeling 
among informed members of Con- 
gress is that the information pro- 
gram is reasonably effective on 
the operating level—and that it is 
improving. 

There is no sales curve to prove 
the point. But the Czech who slips 
across the border, or the Polish 
sailor who escapes to Sweden, 
demonstrates that something is 
getting through to remind the 
peoples of Eastern Europe of a 
better life on the other side of the 
Iron Curtain. 

And there are 
the enemy camp which are far 
more tangible evidence. Experts 
estimate that Russia has more than 
1,000 radio transmitters—a plant 
equal to nearly half this nation’s 
whole AM service—devoted ex- 


“ouches” from 


Advertest Shows 
Most Negroes OK 
Blatz ‘Amos’ Show 


New York, Aug. 10—Most Ne- 
groes in this area do not go along 
with the National Assn. for the Ad- 
vancement of Colored People in 
its attack on the video version of 
“Amos ‘n’ Andy” (CBS), if the 
244 adults interviewed by Adver- 
test Research are representative of 
the colored population. 

The NAACP has attacked the 
show on the grounds that it fosters 
the idea that Negroes are “lazy and 
dumb.” A week ago it hastily re- 
ported that Station WTMJ-TV, 
Milwaukee, had decided not to 
carry the show after Oct. 4. Later, 
the station announced that the de- 
cision against renewing the con- 
tract for the Blatz Brewing Co. 
show was not prompted by pro- 
tests of the NAACP. Walter Damm, 
general manager, said the show 
simply does not meet the station’s 
standards for professional and 
technical competence. 

Hopeful of a friendly settle- 
ment of the difference of opin- 
ion, Blatz, which spent a great 
deal of money promoting the show 
in newspapers and in Negro me- 
dia, has left the task of handling 


the complaint more or less to 
CBS, which owns the famous 
characters created by Freeman 


Gosden and Charles Correll. 


e In an unsponsored study, Ad- 
vertest queried 244 Negroes in the 
New York and New Jersey metro- 
politan areas to get their reaction 
to the first all-Negro regularly 
scheduled network telecast. Some 
72.5% of the group answered “yes” 
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7:10, A.M. OR P.M.?—This Life color 

page Aug. 20 opens a new drive by Gen- 

eral Electric's Telechron division via N. 

W. Ayer & Son. Better Homes & Gardens 

and The Saturday Evening Post also are 
on the schedule. 


Video Sponsors 


Turning More to 
Bi-Weekly Shows 


Alternate-Week Plan 
Helps Many Advertisers 
Solve Growing Time Jam 


New York, Aug. 10—With a 
traffic jam already piling up on 
television's overcrowded nighttime 
airwaves, more and more adver- 
tisers are breaking away from the 
traditional once-a-week schedule 
for shows. The developing pattern 
is alternate-week appearances, 
with various plans for participat- 
ing sponsorship also picking up 
new adherents. 

Though television is too young 
and its coverage too limited to 
predict what this means for the 
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sx; Agencies Can't Fill 


Summer Job Vacancies 


Big Price Jump 
for Book Paper 
Hits Magazines 


New York, Aug. 9—The proces- 

|}sion toward higher price levels 
has started. Several producers of 
book paper this week announced 
increases of $8 to $10 a ton in line 
| with allowable increases under 
| OPS price ceilings. 
| Mills which have raised prices 
| include Hopper Paper Co., Kim- 
| berly-Clark Corp., Mead Corp. and 
| Oxford Paper Co. West Virginia 
|Pulp & Paper Co. and St. Regis 
Paper Co. made similar increases 
a week ago (AA, Aug. 6). 

The impact of these price hikes 

| on periodical publishers is serious. 
| Whether they will be able to do 
anything effective about the situa- 
tion remains to be seen. At the 
| office of National Assn. of Maga- 
| zine Publishers, AA was told that 
| the price situation is being studied 
| by the association’s paper commit- 
| tee. What action, if any, is to be 
| taken will have to be determined 
by the committee. 


@ Some idea of what higher paper 
prices mean to magazine publish- 
ers may be gathered from figures 
released at the NAMP convention 
last spring. Statistics for 1950 
showed that 35 publishers of 123 
national magazines used 906,999 
tons of paper at a total cost of 
$147,555,000. While this study was 
not all-inclusive, it covered a rep- 


Clerical Help, Even V.P.s 
Hard to Find; Pay Range 
Is Up Again, AA Finds 


By CHARLES DOWNES 

New York, Aug. 9—Advertising 
agencies are finding it increasing- 
ly difficult to fill vacancies. This 
is true both of high bracket jobs 
and clerical help. Good secretaries, 
in particular, are extremely hard 
to get, AA learned in a quick 
check of the situation this week. 

Normally, this is a relatively 
dull season for most employment 
agencies catering to the advertis- 
ing field. But this summer has 
been more active than usual, many 
personnel executives say, and 
more people seem to be changing 
jobs. 

Reasons given range from the 
high cost of living to restlessness 
caused by the international situa- 
tion. 


e A considerable number of ad- 
men are changing their jobs these 
days, according to the Walter 
Lowen Placement Agency. Mr. 
Lowen attributed the movement 
from job to job to the rising cost 
of living and inflation. He said 
his agency is “very active” at 
present, with a considerable num- 
ber of openings from $6,500 up. 
Mr. Lowen said he is seeking to 
fill several vacancies of v.p. rank 
at agencies. 

One kind of job that’s hard to 
fill at the moment, he pointed out, 
is that of TV commercial writer. 
“This kind of writer seems to be 
hard to come by,” he said. 

One of the top ten ad agencies 
reported there are more jobs open 
generally right now in all clerical 


and stenographic brackets. A 
(Continued on Page 69) 


Last Minute News Flashes 


5th and 3rd Armies Appoint F&S&R. Wayne 


Cuicaco, Aug. 10-—The Fifth Army has appointed Fuller & Smith & 
Ross here to handle its account, expected to include $245,000 of news- 
paper space, radio, outdoor and car cards. Schoenfeld, Huber & Green 
had the account last year. The Third Army’s account has gone to 
Tucker Wayne & Co., Atlanta. On the schedule are 700 newspapers, 
400 radio stations, outdoor and car cards. 


(Continued on Page 70) (Continued on Page 36) 


Highlights of the Week’s News 


Advertest Research indicates that the NAACP is 
on the wrong track in attacking Blatz’ video ver- 
sion of “Amos 'n’ Andy.” Anyway, most of the 
Negroes it questioned say the show does no 
harm ...Page 1 

Agency salaries are up and many agencies can't 


(Continued on Page 44) (Continued on Page 72) 


azines the retailer’s con- 
trol” 7 ...-Page $5 
Detroit BBB breaks story of phony awards, much 
to the embarrassment of many advertisers who 
plunked down money te promote them . . Page 58 
Standard Oil (Ind.) has a special four-week 


are “preempting 


find people to fill vacant posts. Clerical help 
is hardest to find, and for top posts, too, a good 
man is hard to find, in New York at least .Page 1 
The Voice of America (whose radio budget is less 
than P&G’s) may be subjected to less criticism 
now that the State Department has started re- 
vamping its whole overseas information pro- 
gram ....Page l 


conflicting breakfasts? 
Anderson & Cairns and $1,000,000 client disagree. 
So Alexander Smith narrows choice of agency 


staples. That’s one of the findings in an analysis 
of why social classes like TV, made by Social 
Research Inc. 
Out in Los Angeles, an unmorbid mortuary has 
won praise for its practical down-to-earth ad- 
er er ee Page 52 
‘Stores’ investigates dry goods retailers’ frank 
opinions about magazine tie-ins. Some say mag- 


training school for its “adpreps’—to tell these 
advertising and public relations men about the 
NE 655 ona <5 ake nee eae ed eke ie Page 63 
CBS is going after more publicity for its radio 
shows as part of a new promotion campaign 
next fall 
Five years ago Webster-Chicago decided to sell to 
the general public. How well it has done is 
shown by its climb to leadership in three separ- 
Wie PROTIE GERGE o vies cc cusesecessas Page 74 
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New York, Aug. 10 


agency. 


Greenthal to Handle ‘Movie Viewer’ Account 
Movietime Products, San Francisco, has ap- 
pointed Monroe Greenthal Co. to handle advertising on its Melton 
Movie Viewer, a new product which holds 50’ of 8mm film and rewinds 
without unloading. Castle Films is the distributor. Cooperative adver- 
tising will be started in October in magazines and newspapers. 


Biow to Add Cates, Cameron of Lennen & Mitchell 

New York, Aug. 10—Gordon D. Cates, v. p. at Lennen & Mitchell, 
will reportedly join the executive group at the Biow Co. John Cameron, 
copywriter at L&M, will also go to Biow. Joseph B. Milgrim, formerly 
advertising and merchandising manager of John F. Trommer, has 
joined Biow to work on the agency's beer accounts. 


Bauer & Black Sets Elastic Stocking Drive 

Cuicaco, Aug. 10—Bauer & Black will introduce its new non-dis- 
coloring nylon elastic stockings with one-half to two-thirds page b&w 
ads in September issues of Farm Journal, Household, McCall's, Parents’ 
Magazine, Western Farm Life, Woman’s Day and Woman’s Home Com- 
panion, plus the Metropolitan Group. Smaller insertions will run in 
the same list of magazines in October. Leo Burnett Co. here is the 


(Additional News Flashes on Page 73) 
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Whose Breakfast D’ya Eat? Choice 
Is Offered by Rival Advertisers 


Cuicaco, Aug. 9 
bit cowed by the “real American 
breakfast” fall campaign §  an- 


nounced by three competitors (AA, 


Not the least This year’s “real” breakfast is 
a bit different. Aunt Jemima and 
Log Cabin are used, but the bacon 
is specified as Swift & Co.’s and 


ceeded by her husband's, too, when 
she gets around to serving it to 
him. 

Of course, 
either scorns 


if the breakfaster 
Sausage or cannot 
abide bacon, the conflict will dis- 
appear. As a service to others, who 
like both, ADVERTISING AGE has 
analyzed the menus and claims of 
the two combinations and here- 
with presents its impartial find- 


“a 


Bowrtch the whet: family we" Hs easy 


Jk ee : 
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ANOTHER BREAKFAST—Armour sausage, Karo syrup and Bisquick pancake mix make 
the ideal pre-Hallowe’en breakfast, this ad will say in Life Oct. 22. 


The “Jack o’ Lantern” college 
with its four-pancake (Bisquick) 
head, radiant brown sausage eyes 
and hair (Armour), syrupy ears 
(Karo) and a butter pat nose (un- 


| sponsored), might excite the young 


July 30), the makers of Armour coffee (promoted by Pan American ings. 

* pork sausage, Karo syrup and Bis- Coffee Bureau) is added—all pic- Perhaps the clue to the issue is 
quick pancake mix will promote tured in four consecutive page ads that the bacon breakfast also in- 
their own breakfast suggestion to run in Better Homes & Gardens eludes a cup of Pan American 
a rather eerie one—in October. and The Saturday Evening Post, Coffee Bureau coffee, whereas the 

< This poses an additional prob- and single pages in other national sausage meal _ either cautiously 

j lem for the nation’s harried house- Magazines. leaves the beverage choice to the 

7 wives, as if they already hadn't homemaker or perhaps subtly pro- 
enough to bother them. A year @ Along in October, just as the motes a “dry” breakfast. 
ago they had only one “real Amer- average housewife has probably 
ican breakfast’ suggestion. That become practiced at serving the @ At any rate, the “real American 
was comprised of pancakes above breakfast, the “Jack o’ Lan- breakfast,” because of its caffein 
(Quaker Oats’ Aunt Jemima) tern breakfast” will appear in Life content, can have no reality for 
brand, to be specific), Log Cabin for Armour & Co., Corn Products children, who, notwithstanding, | 
syrup (the General Foods prod-| Refining Co. and General Mills, are notorious bacon lovers. But 

_ uct) and bacon (courtesy Ameri-| and Armour will further puzzle the sausage people, clothing their 

— can Meat Institute), with butter! Post readers with a color page on appeal in a fabric of Hallowe'en 

' on the hot cakes (American Dairy the subject Oct. 23. The housewife’s fantasy, seem intent on whetting 

Es Assn.). , consternation will probably be ex- juvenile appetites. 
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This is easy. | carry a market of 22 million people every 
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: time | advertise in the Des Moines Sunday Register. 
# There's a sales honeymoon waiting for you when you say 
“Yes” to the one thorough way of covering the big, blissful 
- lowa market. 
It's 2 million people strong where family spending tops 
a cool $5 billion per year. Market-wise, lowa is doubly 
desirable; urban buying exceeds Boston, Cleveland, San 
Francisco and other big cities; farm buying is consistently 
¢ at the head of the list. 
* You round up this entire market—the whole state— PACKAGES A STATEWIDE URBAN 
y through the Des Moines Sunday Register. Family coverage MARKET RANKING AMONG 
in 86 of the 99 counties ranges from 50% to saturation, and AMERICA'S TOP 20 CITIES 
is at least 25% in the few others. That's 3 out of 4 of a//lowa ABC CIRCULATION March 31, 1951: 
family homes! Milline rate $1.76. Daily, 374,303—Sunday, 540,836 
‘ THE DES MOINES REGISTER anv TRIBUNE 
Gardner Cowles, President 
Represented by: 
Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
x Doyle & Hawley—tLos Angeles, San Francisco 


but would seem destined only to 


incite the head of the house. It 
would take a diabolic wife to con- 
front her husband on a Monday 
morning with a toothless pancake 
grin. 

If both groups are right—and 
one can be sure research staffs 
and nutritional experts were in on 
the selections—perhaps tranquil- 
ity can be maintained if the house- 
wife supplies her larder with Aunt 
Jemima and Bisquick pancake 
mixes, Swift’s bacon and Armour 
sausage, and Log Cabin and Karo 
syrups (and of course Pan Am 
coffee) and then tailors her morn- 
ing menus to the configuration 
of her family. 


Pallen, McGivern to WONS 

Edward N. Pallen, program co- 
ordinator for the Yankee Network, 
Boston, and Frank McGivern, for- 
merly manager of Station WCFL, 
Chicago, have been named joint 
managers of the Yankee Network 
outlet in Hartford, Station WONS, 
effective Sept. 1. 


New AM Sales Gimmick: 
Television Time Spot 


Those combination radio-tele- 
vision sales are getting more popu- 
lar all the time. 

The latest involves Reynolds 
Metals Co., Louisville, and Nation- 
al Broadcasting Co. Reynolds, 
through Buchanan & Co., became 
the first advertiser to sign for fall 
sponsorship—the first half-hour— 
of the ultra high-budget “Big 
Show” (NBC-AM), which returns 
to the air Sept. 30. The company 
also will carry 30 minutes of Kate 
Smith’s Wednesday night telecast 
on alternate weeks. 


Appoints Kaufman Agency 

Mechanization Inc., Washington 
publisher of Mechanization, Utili- 
zation and Mechannual, has ap- 
pointed Henry J. Kaufman & Asso- 
ciates to assist with augmented 
promotion plans. The appointment 
covers trade publication advertis- 
ing and other promotions. 


Cedergreen Sets New Line 
Cedergreen Frozen Pack Corp., 
Bellingham, Wash., has introduced 


a new line of frozen vegetables 
under the Polar label. The new 
brand packs extra-standard (B 


grade) merchandise. 


Soaring addition to Corpus Christi’s sky- 
line—The Wilson Tower 


Nearly $30,000,000 


ALL-TIME 


RECORD 
IN 1950 
—and 


BUILDING 


in building permits in 1950 


—an all-time record for Corpus Christi! Govern- 


ment restrictions have slowed the pace in ‘51 — 


ane 


ys! 


facts and 


Our builders are still busy, 


Che &rs/cniseGaller-Cimes 


CORPUS CHRISTI, 


but not much. 


with a 


big office building, a great new hospital, 
a city hall, hundreds of homes. Write 
for market data folder with fascinating 


figures. 


TEXAS 


CIRCULATION MORE THAN 77,000 ABC 


Represented nationally by 
TEXAS QUALITY NEWSPAPER NETWORK, Dallas, Chicago, New York 
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“CHEAP” 


1 SOUVENIRS 
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OPEN MOUTH, TELLUM STORY... 


When you want to close a sale with a tough customer, 
you don’t send a printed page. You send a man. And when that 
salesman gets there, he doesn’t hold up a sign urging the pros- 
pect to buy. He opens his mouth and he talks. 

Newspapers are a wonderful advertising medium—we 
use them ourselves. So are magazines. But the strongest sales 
message ever printed doesn’t have the conviction of the same 
message delivered by a good salesman. And what is the clos- 
est thing to personal selling that you can get in any truly 
national advertising medium? 


You know the answer. It’s radio. 


People sell on television, too, but television reaches only 
8 out of every 10 families—compared to radio’s 19 out of 20. 
Only with radio can human salesmen sell to a really national 
audience. 

With a half hour evening show on network radio this 
fall, you can talk—yes, talk—to 2%, million more people 
than you would reach with a black and white page in Life... 
And it’ll cost you 95¢ less per thousand. 

With that same show, you can talk—yes, talk—to 1 
million more people than you would reach with a black and 


-»-NOT BE LEFT WITH INVENTORY 


white page in This Week ... And it'll cost you $1.11 less per 
thousand. 

The money you spend for that fall show will sell—as 
only the voice can—-to 8,289,000 people . . . The same invest- 
ment in newspapers will reach only 3,696,000. 

You know that 95% of America listens to the radio. But 
did you know that they listen more . . . 13 million man-hours 
more every week ... than in pre-television 1946? 

To get a man-sized share of that audience, NBC radio 
now offers a plan with which you can use the human voice to 
reach twice as many people in the evening hours as the aver- 
age evening television show . .. At considerably less cost.* 


Above all, remember: 


People sell better than paper. The voice is more persua- 
sive than ink. You don’t win an election by holding up 
printed speeches—and you can’t expect printed salesmen to 
sell as well as human beings. 


Like a demonstration? Just ask us for it. 


We'll be only too pleased to send around the complete 
story—delivered not by printed matter but by human beings. 


*ASK US ABOUT "‘TANDEM.” 
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Radio Corporation of America 
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Sun Rubber Co. Names Two 


A. Clarke Mack Jr., formerly 
manager of belt sales for B. F. 
Goodrich Co., has been appointed 
assistant to the president of Sun 
Rubber Co., Barberton, O. Gene 
Gamble, formerly with Hercules 
Powder Co. and E. F. Hutton & 
Coa., has been named public rela- 
tions director. 


Mrs. Dean Joins Hewitt 

Mrs. Abner Dean, formerly with 
Robert W. Orr & Associates, has 
joined the copy department of 
Hewitt, Ogilvy, Benson & Mather, 
New York. 


Armour Cancels Garroway Video Program: 
Couldn’t Clear Time on Enough Stations 


Cuicaco, Aug. 9—Armour & Co.,' network and the company were 
which signed the Dave Garroway able to clear less than 12 stations 
television show in late May, has for the live show. In addition, only 
eanceled the show. a few other outlets were cleared 

The decision to bow out of tele- for a kinescope version of the 
vision—for the next six months at! program. 
least—was reached after Armour Since the talent package carries 
and the National Broadcasting Co. an estimated price tag of $18,000 
had tried unsuccessfully to clear weekly, the stations were too 
time for a live show on affiliated few to make the investment worth 
stations. while for Armour. 

After two months of work, the 


IRVING WOOLF & CO. 


Photo Gelatin DOES THE TRICK 
ONE TO FULL COLOR PRINTING « INEXPENSIVE 


s D. B. Hause, advertising mana- 
ger of Armour, indicated that the 
decision to cancel was reached 
amicably by mutual agreement be- 
tween the network and the com- 
pany. 

Armour’s inability to clear time 
on sufficient stations to make a 
live network TV show a sound 
investment points up one of the 


cCwIcaco Ss 
LOS ANGELES & 


OLARBORN ST 
ti LEXINGTON AVE 


medium’s most serious problems. 
Last year, the company started 
the season with 26 stations for its 
network TV show and finally man- 
aged to boost the total to 40 before 
the year was over. 

This vear, although the com- 
pany was prepared to budget 
something in the neighborhood of 
$2,000,000 for TV during the sea- 
son (on a network of about 50 
television stations), it could only 
clear time on fewer than a dozen. 

Foote, Cone & Belding is the 
agency. 


ANA to Meet Sept. 24-26 

The annual meeting of the Assn. 
of National Advertisers will be 
held at the Hotel Plaza, New York, 
Sept. 24 through Sept. 26. Henry 
Schachte, national advertising 
manager of Borden Co., has been 
named chairman of the program 
committee for this meeting. As in 
past years, one day of the meeting 
will be open to agencies and media. 


HITS 


DAKOTA FARMERS |} 
---. WHERE THEY-- 


ABERDEEN, SOUTH DAKOTA 


Live! 


consistent use of advertising in THE DAKOTA 


immedjate sales. 


of every 4 sales are made to 


than 100,000 farm families. 


1019 Northwestern Bank Building 


Mi Pp li .. Mi 


For 70 years Dakota farmers have depended upon THE 
DAKOTA FARMER for up-to-date information that specifically 
applies to their farm and home problems. They rely on it. It is 
Dakota's own magazine, edited and published by Dakota people. 


Over 40 National Advertisers of food and grocery store 
products are capitalizing on this intense family readership by 


FARMER— 


finding that this advertising creates dealer cooperation and 


Remember ! ! ! In Dakota today 3 out 


farm families. 


Secure new sales...increase sales... 
Let the “Top Salesman’ 
message to the Dakota market—more 


’ carry your 


J. P. MALONEY, Advertising Manager 


¢ ATlantic 2229 


13, 


Anderson & Cairns 
Resigns $1,000,000 
Smith Rug Account 


New York, Aug. 9—Anderson & 
Cairns today resigned the Alex- 
ander Smith Inc. account, which 
bills nearly $1,000,000 annually. 
Tight-lipped agency executives 
had no further comment on the 
tersely worded release. 

However, John Goodwillie, v. p. 
in charge of advertising and pub- 
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| lic relations for the Yonkers, N. Y., 
jcarpet company, told AA the names 
|}of the three agencies competing 
| for the account, in addition to Gey- 
er, Newell & Ganger, which han- 
dles Sloane-Blabon Corp., a Smith 


division. They are J. Walter 
Thompson Co., N. W. Ayer & Son 
and Foote, Cone & Belding. 

Within the next few weeks, one 
| of these four will be appointed as 
the Smith agency, AA was told. 
|'@ The one-paragraph release an- 
nouncing severance of A&C from 
one of its top three accounts read: 

“Because of a fundamental dis- 
agreement on advertising policies, 
Anderson & Cairns have resigned 
the Alexander Smith carpet ac- 
count. Prior to the merger of An- 
derson, Davis & Platte and John 
| A. Cairns & Co., the account had 
| been with the former for nearly 
23 years. Anderson & Cairns will 
| continue to act for C. H. Masland 
| & Sons, carpet manufacturer, for 
| whose lines Alexander Smith Inc. 
are sole selling agents.” 

The “fundamental disagree- 
ment” is an expensive one. Last 
year Alexander Smith billed $901,- 
821 dollars in magazines and news- 
| papers—the latter accounting for 
}only $46,043. In 1949, Smith bill- 
| ings were $1,128,380. 


@ Questioned by AA, executives 
of the carpet company said it was 
“up to Anderson & Cairns to elab- 
| orate on their release if they want 
to.” But A&C wasn't elaborating, 
“out of deference to Smith.” 

| TT. Hart Anderson Jr., chair- 
+man of the agency’s board, said, 
| “I don’t want to add a word to 
j}the release which you received.” 
John A. Cairns, president, and ev- 
eryone else questioned at the 
agency, felt the same way about 
it. 

There was conjecture that the 
account resignation probably stems 
from this past May, when Alex- 
ander Smith realigned its organi- 
zation in order to bring its diver- 
sified company operations under 
consolidated management (AA, 
, May 7). 

In June the company decided to 
have all its advertising supervised 
by one agency, according to Mr. 
Goodwillie, in line with its con- 
solidation policy. A&C had been 
one of the five agencies being con- 
sidered for the consolidated ac- 
count, AA was told. 


Theater Video Network 
Plans Fall Schedule 


Nathan L. Halpern, president of 
Theater Network Television, New 
York, has announced plans for a 
fall television schedule of major 
college football games to be car- 
ried by a chain of more than 25 
theaters. Other motion picture 
houses are expected to be equipped 
for large screen video by Septem- 
oer. 

Specific games and specific the- 
aters carrying the various contests 
have not yet been decided upon. 
This theater schedule is a part of 
the over-all experimental TV plan 
the National Collegiate Athletic 
Assn. has decided upon for the 
1951 season, which will find home 
viewers getting a strictly limited 
football TV diet. 


Edward Pope Joins F&S&R 

Edward B. Pope, formerly with 
J. Walter Thompson Co., has joined 
the creative staff of Fuller & Smith 
& Ross, New York. 
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bartered! . .. among 
their enthusiasts 
Comics Magazines are 
virtually legal 

tender, get read and 
passed along until 
virtually worn out. 
Thus, Comics Magazine 
advertising is hard 

at work around the 
calendar 365 days of 
the year, with a 
longer life than 

any other newsstand 
publication. 


Hational 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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CBS, RCA and ECA Bring TV to West Berlin 


WasuHincton, Aug. 8—RCA and 
CBS, bitter TV rivals before the 
Federal Communications Commis- 
sion, have joined with the Eco- 
nomic Cooperation Administration 
and the State Department to bring 
the latest in American television 
to Berlin, where U. S. authorities 
are trying to capture the attention 
of hundreds of thousands of young 
people assembled for the Commu- 
nist Youth Festival. 

Thirty-five tons of equipment 
and 36 RCA and CBS technicians 


| Meanwhile, an RCA crew, under! 
| Richard Hooper, RCA promotion | 
manager, has set up the equivalent 
of a station in the center of West 
Berlin. 

Over 100 RCA sets have been 
installed at key points, and two 
big theatrical screens are being 
used to provide shows on a scale 
during the past few weeks, are to) never before seen in Germany or 
continue during the next tw0/ any part of Europe. 
weeks. | The audience is expected to run 
into millions. Berlin itself does 
not have television at this time. 


have been transported to Berlin 
during the past two weeks, 1o give 
convincing evidence that the Rus-| 
sians overstate the case when they 
claim that TV is a Russian prod- 
uct. 

The telecasts, arranged quietly 


e The CBS programs, directed by 
Dr. Peter Goldmark, inventor of | 
CBS color, will be closed circuit. r 
Berger Joins Reserve Life 
Robert H. Berger, formerly with 


\io"\, i UBBO K The American Weekly and Hill- 
man Periodicals, has joined the 

ok \0 L C TEXAS advertising department of Reserve 
Life Insurance Co., Dallas. Other 

% Avalanche- Journal recent additions to the ad staff 


are M. Frank Redding, formerly 
on the faculty of the University of 
Indiana, and Dennis Coleman, pre- 
viously with Ruthrauff & Ryan. 


ABC CIRCULATION 46, 000 


‘\ Wnts oie: we . 
Rep. TEXAS DAILY PRESS LEAGUE, INC. 


Ellington Claims ‘First’ 
for Celanese Corp. Ad 

Ellington & Co., New York, 
claims a fashion “first” in connec- 
tion with the appearance of a new 
Paris original in an American mag- 
azine ad simultaneously with the 
publication’s editorial report of the 
current Paris openings. 

The September Vogue will car- 
ry an ad for the Celanese Corp. of 
America pointing out that Celanese 
acetate yarn is being used by 
French fabric makers. An illus- 
tration of a cocktail dress by 
French designer Jean Desses ex- 
emplifies the claim. 


Film Library Assn. Elects 

Ford Lemler of the University 
of Michigan, Ann Arbor, has been 
elected president of the Educa- 
tional Film Library Assn. Other! 
new officers are: Mary Huber, 
Enoch Pratt Free Library, Balti- 
more, v.p., and Edward T. Scho- 
field, of the Newark public school 
system, secretary. 


All-plastic Ice Coke Shales includes 
true-color full-round glass, full-round 
bottle and scenic panel permanently 
sealed in. Height, 14"; width, 13° 
depth, 5'4* 


and other forms of illumination and motion 


Plastic rene ot 
le : : 
cos Reg eas “dw motion without motors! 
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—are banking on GOODMAN DISPLAYS to 
climax their advertising programs... Hamm’s, 
for example. 


Send for our new illustrated, full-color brochure. It shows 
you what we hove created for famous-name firms. These 
illustrated exomples may inspire you. Get your copy NOW! 


NATION'S MOST SELF-CONTAINED OPERATION 
ART WORK 


WEAVY in SELL 


“ Nothing i in point-of-purchase displays equals colorful 
GOODMAN 3-DIMENSIONAL PLASTIC for punch. 
Such added wallop as revolving color bands, word bands 


No wonder so many of the nation’s most active 
merchandisers—of a wide variety of commodities 


MANUFACTURING COMPANY 


145 WEST 63RD STREET + CHICAGO 21, 
FROM DESIGNING THROUGH 
TOOLING, PRINTING AND MANUFACTURING, ALL UNDER ONE ROOF 


are available— 


ILLINOIS 


| @ Where it 
| practice will be resumed, the com- 


are 
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Mead Tells Why 
FCC Bans Acts 
Already Stopped 


WASHINGTON, Aug. 8—Federal 
Trade Commission Chairman 
James M. Mead today defended 
the commission's policy of issuing 
cease and desist orders in cases 
where unlawful practices have al- 
ready been abandoned. Failure to 
follow through would leave the 
way open for resumption of the 
contested practice, he said, and 

would require retrial of the case 
before an order could be issued. 

Though he did not say so, the 
statement was believed to be an 
outgrowth of criticism of the com- 
mission’s order against Lucky 
Strike advertising which has been 
voiced by some industry members. 

Since most of the advertising 
practices involved in the Lucky 
Strike case had already been aban- 
doned, the commission was ac- 
cused of wasting its time on moot 
points. 

In issuing his statement today, 
Chairman Mead said merely that 
“apparently there is misunder- 
standing in some quarters concern- 
ing the commission’s authority and 
reasons for entering an order un- 
der such circumstances.” 


s He pointed out that orders of 
this kind have been sustained re- 
peatedly by the federal courts. 

“Discontinuance of an unlawful 
act, whether it be false advertising, 
a price fixing conspiracy or any 
other such practice condemned by 
the commission, gives no definite 
assurance that it will not be re- 
sumed,” Chairman Mead empha- 
| sized. 

“An order to cease and desist, 
which operates as an injunction, 
is the most effective weapon the 
commission has to provide the nec- 
essary guarantee that an unlawful 


| practice will not be renewed and 


that the public and the respond- 
ent’s competitors will be  pro- 
tected.” He pointed out that the 
orders do not call for any penalty 
unless violated. 

“To dismiss such a case after 
the charges have been proved 
would mean that the commission 
would be required to retry the 
issues and spend more time and 
more of the taxpayer’s money to 
stop the practices if and when 
they are resumed.” 


is unlikely that the 


mission sometimes decides to drop 
cases of this kind, Chairman Mead 


| said. As an example, he suggested 


an instance where a seller is ac- 
cused of falsely claiming that he 


|}owns a factory and manufactures 


his own product. 

“During the course of the trial, 
he buys a factory and does manu- 
facture his product. There would 
ordinarily be little need to issue 
a cease and desist order on this 
point.” 

In exercising its discretion, the 
commission must act in the pub- 
lic interest, Chairman Mead said, 
adding, “That means the continu- 
ing protection of the consumer and 
competition against unfair prac- 
tices.” 


Now Called ‘Farm Chemicals’ 

American Fertilizer & Allied 
Chemicals changed its name to 
Farm Chemicals, effective with 
the August issue. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 
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he taught me to Say it with 
FLOWERS-BY-WIRE 


He was just coming out of his shop; I was running for a train. We 
both were shaken up. I apologized by explaining that I'd missed the 
early train, and was bound to be late for a customer's sales meeting. 


“Why don’t you wire flowers?” he asked. “They're sure to arrive on 
time ...and there’s no more graceful way to explain.” 


I took his tip and the customer loved it. It taught me some- 
thing: the nicest way to ask for an order is to say it 
with FLOWERS-BY-WIRE. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + asa “thank you" for the 


i 


order « on almost any business occasion + for those at home when you're away. 


You can wire flowers to anywhere... from anywhere . . . more than 15,000 F.T. D. 


Look for the famous F.T.D. Mercury Emblem and Interflora Member Shops at your service! 


it identifies the right shops! 
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. Ralston Reenters 
‘ Net Radio, Buys 
‘ AM, TV Programs 


Sr. Louts, 
Purina Co 
“Space Patrol” over 


Aug. 


television networks. 
The _ interplanetary 


~6"2Billion Dollar 


Automotive Market 


“a &) 


has signed to sponsor 


can Broadcasting Co.’s radio and 


stanza will be aired over the ABC 
radio web on Saturdays (9:30-10 
a.m., CST) beginning Oct. 6, and 
on television (via film) on alter- 
nate Sundays (3:30-4 p.m., CDT) 
beginning Sept. 9. The show itself 
will be telecast weekly. 

Ralston’s reentry into network 
radio is particularly interesting in 
view of the company’s withdrawal 
from radio about a year ago. At 
that time, Ralston felt that net- 


work television could carry a ma- 
jor portion of the promotion re- 
sponsibility. Thus its return to ra- 
dio is a tacit admission that tele- 
vision alone was unable to do the 
entire promotion job. 


@ With the debut of “Space Pa- 
trol” under Ralston’s sponsorship, 
the company is canceling its week- 
ly “Pet Parade” show, also tele- 
cast over ABC. The last “Pet Pa- 
rade” show for Ralston will be 


| televised on Sept. 2. 


Moreover, the contract for the 
radio show covers a 39-week pe- 
riod, while the video contract is 
for 13 programs (over a 26-week 
period). 

Gardner Advertising Co., St. 
Louis, handles the account. 


Appoints Lindsay Advertising 

Lindsay Advertising Agency, 
New York, has been appointed to 
handle promotion of Shirley Wolff 
imported fashion accessories to be 
exclusively distributed by Bonwit 
Teller. 


Advertising Age, August 13, 1951 


Capehart Amendment Gives OPS Problem 
of How to Handle Automatic Price Boosts 


WasHINcTON, Aug. 9—Office of 
Price Stabilization debated this 
week the mechanics of putting into 
effect the so-called Capehart 
amendment, authorizing manu- 
facturers to increase their prices 
to cover costs incurred since the 
outbreak of the fighting in Korea. 

At the beginning of the week, 
officials took the position that the 
Capehart increases, including ad- 
justments for higher sales and ad- 


vertising costs, would be handled | 


on an individual appeal basis. 


ment increases is an unusually 
complex one. While OPS opposed 
the amendment, he pledged that 
it would be operated “in the spirit 
that Congress intended.” 


es Earlier in the week officials had 
indicated that Capehart increases 
would be allowed only where an 
individual appeal was filed. OPS 
chief Michael DiSalle issued a 
statement noting that many manu- 
| facturers appeared to have a mis- 
|taken impression that they are 


But this afternoon, OPS’ Chief| free to calculate new prices under 
Attorney Harold Leventhal indi-! the Capehart amendment. 


cated that another plan is un- 
der consideration which would en- 
able most manufacturers to take 


He contended that the only in- 
creases immediately available are 
increases for recent changes in the 


Capehart increases automatically,| price of materials and factory la- 


subject to supervision of OPS. 

In a long discussion of the prob- 
lem with newsmen, Mr. Leventhal 
said the problem of writing regu- 
lations to govern Capehart amend- 


a 


A MILLION PEOPLE 


have put their money 


in the 


Bell Telephone business 


On May 15th, the American Telephone and 
Telegraph Company issued a stock certificate 
to its millionth stockholder. This is the first 
time any company, anywhere in the world, has 
been so widely owned. 


Only in America, with its initiative 
and freedom, could there be a business like 
the telephone business. To all the world, it is 
an inspiring example of what a free people 
can build and own. 


We have been associated with 


the 


American Telephone and Telegraph Company 
since 1908. 


N.W. AYER & SON, INC. 


Philadelphia’ New York Chicago Detroit San Francisco 
Hollywood Boston Honolulu 


bor. The Capehart amendment, he 

|pointed out, provides that OPS 
|shall adjust ceilings to reflect 
| changes in costs, including over- 
| head costs, “upon application and 
la proper showing of prices and 
costs.” 

This afternoon, OPS announced 
that six manufacturing orders is- 
sued under the old price law, 
which were to be effective Aug. 13, 
have been suspended indefinitely 
in order that relief provisions re- 
flecting the Capehart amendment 
may be included. 


e Manufacturers were given the 
option of using the orders if they 
wished, but most firms are ex- 
pected to remain under the gen- 
eral price freeze in order to avoid 
a double calculation—rollbacks or 
roll forwards under the order, plus 
a subsequent calculation to write 
in Capehart increases. 

Mr. Leventhal mentioned the al- 
location of overhead costs among 
products as one of the problems 
which OPS faces in writing regu- 
lations to implement the Cape- 
hart amendment. Earlier, Mr. 
DiSalle had taken the position that 
Capehart increases in some in- 
stances may be less extensive than 
some firms anticipate. In many 


| instances, he said, materials and 


labor costs were no higher on July 
26 than on the cut-off dates of 
existing OPS orders (Dec. 31 for 
materials and March 15 for fac- 
tory labor). 

“So far as overhead costs are 
concerned,” Mr. DiSalle — said, 
“many of them have decreased be- 


tween pre-Korea and the present 
time because of increased volume.” 


| Witherspoon & Ridings 


Opens San Antonio Office 

Witherspoon & Ridings, Fort 
Worth public relations concern, 
has opened an office in San An- 
tonio. Ray Neumann has resigned 
as director of public relations for 
Southwest Research Institute to 
become president and _ general 
manager of the new firm, which 
will be formally known as Wither- 
spoon & Ridings of San Antonio. 

Guy Witherspoon and Paul O. 
Ridings, co-owners of the Fort 
Worth organization, are v.p.s. 
Southwest Research has appointed 
the company as its public relations 
counsel. 


Bien Jolie Trys New Theme 

“Make up your figure as you 
make up your face” is the theme of 
Bien Jolie Corset Co.’s extensive 
fall newspaper advertising cam- 
paign. Beginning in September, 
1.000- and 400-line ads will run in 
52 newspapers across the country, 
emphasizing that correctly fitted 
girdles will give to the figure the 
makeup allure formerly exclusive 
with face cosmetics. Dunay Co., 
New York, is tne Bien Jolie agen- 
ey. 


To Market Color Adapter 


An adapter to convert Columbia 
Broadcasting System's color signals 
into b&w images will soon be mar- 
keted for less than $20 by West- 
inghouse Electric Corp., Pitts- 
burgh. 
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“SCOTCHLITE” Reflective Sheeting 
brightens the night in dozens of ways 


LARRY’S 
MOTOR 


|SERVICE 
[General R 


CURB SIGNS of “‘Scotchlite”’ Sheeting are 
illuminated by car headlights at amazing 
distances, help channel extra business 
through your doors. 


CHRYSLER 
PLYMOUTH 


STORE FRONTS reflectorized with ‘“Scotchlite’” Sheeting 
keep your name alive all through the night, mark your 
establishment it in the minds of potential customers. 


OVERHANGING SIGNS can stay on the job 24 hours a day 
telling people who you are, where you're located, what you 
have to sell. Boost your business night and day! 


REMINDER SIGNS at intervals along the 
highway keep motorists posted about 
where to go in unfamiliar towns for car 
service, food, lodgings, entertainment. 


TRUCK REFLECTORIZING has reduced 
nighttime accidents, won enthusias 

public approval. Trademarks go every- 
where, are seen by everyone on the _ 


IN SALES IMPACT-no sign outshines 
“the Sign of Success” 


quired—car headlights alone make these signs IN DANGER AREAS, “Scotchlite” Sheet- 


“Scotchlite”’ Reflective Sheeting put on a glorious 


On night-darkened highways, signs made with 
I 


display of color without distraction of any kind. 
Trees, buildings, ordinary signs fade into the 
darkness to provide a backdrop for the center- 
of-the-stage performance these sparkling signs 
put on every night, all night long. 

No costly illumination or maintenance is re- 


leap into deep, vivid color. Motorists begin 
watching these brilliant displays as far as half a 
mile away! 

Want more details about the “SIGN OF 
SUCCESS’? Just get in touch with your local 
sign plant, or write us direct at Dept.AA 81, 
Minnesota Mining & Mfg. Co., St. Paul 6, Minn. 


_ ic “ . Cm hd 
Cost Per Month $10 $20 $13 The ‘scorch ; 
: 12 hours 18 hours 24 hours 4 
Vuibitty (6AM—6P.M) (6 AM—Midnight) (6AM.—6 AM) SIGN of eve cs 
ae ~~ 137,500 196,500 213,500 SUCCESS © SHEETING ; 
Cost Per M 7¢ log 6< . 
~ THE eros oor used by successful busi- 
“THE SIGN OF SUCCESS” gives you the largest number of leekers ever nesses in all parts o' country. 
the longest period of time ot the lowest cost per looker. Mego ip UsA. by Mads roakery of cn Bs & MFG. CO., 
sensitive Tapes, * “Scotch” Sound Recordi ot —_—s 
Rubberized Coating, “Safety-Walk” =) Setecing, M’ 
GREATER IMPACT at lower cost—that’s the reason the “SIGN OF Abrasives, “3M" Adhesives. General Export a Mining @ Mie 
SUCCESS” is winning new friends all the time. Co. International Division, 270 Park Ave., N. 4 : 1 an- 


ada: Minn. Mining & Mfg. of Canada, ia. ‘atin. 


| 


ing is depended upon by safety officials to 
warn and protect motorists with its match- 
less long-range visibility. 


GREYHOUND COACHES, passengers and 
drivers are safeguarded at night by reflec- 
tive striping and emblems of sparkling 
“Scotchlite’’ Reflective Sheeting. 


_——~— ~~ 


TURN THE PAGE... for more news | 
about "SCOTCHLITE” Reflective Sheeting. | 


« —— ” pom | 
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These Users Agree: It's the 


“SIGN OF 
SUCCESS” 


“WE HAVE RECEIVED many complimen- 
tary reports from our distributors and 
retailers on the outstanding appearance of 
our signs made with ‘Scotchlite’ Sheeting,” 
says J. A. Pchola, secretary of Fuhrmann 
& Schmidt Brewing Co. ‘The benefit of this 
advertising is evidenced by the increase 
in our business in the Eastern Pennsyl- 
vania area where we have 75 such signs.” 


BENTLEY 
= Senet PEARS Carlond 
_APPLES-CHERRIES 
Feltee Highway 50-1 MI. 


"SINCE MY REFLECTING SIGNS were in- 
stalled, my trade has expanded from a 
local area to include Kansas, Nebraska, 
Wyoming and Texas,’ writes Leonard 
Bentle v, of Bentley Farms, Canon City, 
Colo. “It’s impossible to say just how 
many carloads of fruit and vegetables 
we've ool as a result of these signs.” 


“EVERY PASSING MOTORIST gets a deep, 
lasting impression from this unique reflect- 
ing sign,”’ writes L. M. Chaffee, of Chaffee 
Sign Service, St. Albans, Vt. ‘“This client 
is anxious to have more of these displays 
as fast as we can produce. We feel that for 
immediate, profitable results ‘Scotchlite’ 
Sheeting is the payoff- and our clients 
say the same thing.” 


"IT'S THE MOST VERSATILE sign material 


we've ever used,”’ says Walter Nesper, of 
Nesper Sign Co., Cedar Rapids, Ia. “Major 
changes in night- and-day displays are easy 
with ‘Scotchlite’ Sheeting. T “his Christmas 
panel,jfor instance, worked 24 hours a day 
yet involved no wiring or lighting.” 


— 
FOR MORE NEWS obout"SCOTCHLITE” 
Reflective Sheeting see preceding page. 


‘hex BLINN BOARD 


“NIGHT AND DAY, our sparkling signs 
attract motorists—and advertisers— 
with a display of brilliance no other 
sign material can match,” writes Ben 
Blinn, Columbus, Ohio. “ ‘Scotchlite’ 
Sheeting has had a big part in the 
growth of our business from a $35 shoe- 
string to a current Dun & Bradstreet 
rating of $125,000.” 


Budwei 


STORAGE AND cia ame 


¥ 


“OUR REFLECTIVE SIGNS outpull all 
other media combined,” says Richard 
LaBelle of LaBelle Safety Storage & 
Moving Co., Minneapolis, Minn. Be- 
sides bringing in a steady stream of 
customers, these signs produce letters 
every month from other advertisers 
wanting to know what gives the LaBelle 
signs their sparkling brilliance. 


ree 


“WE HAVE TESTED many kinds of re- 
flectorizing methods, and ‘Scotchlite’ 
Sheeting seems to do the most effective 
job at the lowest cost to us,”’ says Paul 
H. Van Hoven, president of the Duluth, 
Missabe & Iron Range Railway, con- 
sistent winner of the Harriman Safety 
Award and National Safety Council 
Awards for the past 28 years. 


ser 


Colorful night and day... 
and inexpensive, too! 


Roadside signs, place-of-purchase bulletins, 


in deep, vivid color . . . 


put on a sales-building 


overhead signs, wall signs can now be reflector- 
ized in full color at a fraction of former cost, 
thanks to a simple new system. Transparent 
colors are painted or silk screened on an over- 
all background of silver ‘“‘Scotchlite” Flat-Top 
Reflective Sheeting. These new colors look opaque 
by day. At night they reflect headlight beams 


TRUCKS | 


HERE ARE A FEW of the familiar trademarks that blaze on the nation’s 
highways every night, reproduced in their true colors with ‘‘Scotchlite”’ 
Sheeting and transparent colors. 


show for every motorist on the road. 

Call your local sign plant for full details about 
this new low-cost way to produce colorful reflect- 
ing signs, or we'll be glad to give you the whole 
interesting story direct. Write Dept: AA81, 
Minnesota Mining & Mfg. Co., St. Paul 6, 
Minnesota, and we’ll rush you complete details. 


ease? 


SIGN of 
SUCCESS 


TEETING . 


grade crossing warnings. 
Made in U.S.A. by MINNESOTA MINING & MFG 


sensitive Tapes, * “Scotch” Sound Recording Tape. 
Rubbe: rized Coating “Safety-Walk” Non-slip Surfacing, 


Co. International Division, 270 Park Ave 


RE EFLECTIVE ; 


USED IN ALL 48 STATES on traffic signs, advertising 
displays, trucks and buses, railroad cars and Diesels, 


St. Paul 6, Minnesota, also makers of ‘‘Scotch’’ Brand Pressure- 
— inderseal”’ 


Abrasives. 3M" Adhesives. General Export: Minn. Mining & Mfg 
17, N. Y. In Can- 
ada: Minn. Mining & Mfg. of Canada, Ltd.. London, Canada 
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$10,272,000 Invested 
by States to Lure 
Business, Tourists 


Pun ADELPHIA, Aug. 7—A total 
O* $10,272,000 is being spent by 
281 sate, area and city organiza- 
tions to bring tourists and vaca- 
tioners to their respective com- 
munities. This figure, disclosed by 
the publication of the fifth annual 
survey by the research depart- 
ment of Curtis Publishing Co., is 
above last year’s figures. 

The total figure covers only pro- 
motional and advertising expendi- 
tures and does not cover budgeted 
administrative and overhead costs. 

The survey introduction predicts 
that the year’s outlook for tourist 
business is good. 

The Curtis advertising expendi- 
ture travel survey, entitled “Tour 
ist and Vacation Advertising Ex 
penditures by States, Area anc 
Communities in 1951,” is based or 
return of questionnaires sent t 
organizations. It includes a repor 
on expenditures made to attrac 
industries as well as vacationers 


@ The various promotion group: 
in Florida top the year’s advertis 
ing budgets with a total of $1,293,- 
397. California is second with 
$1,006,500. New York follows with 
$895,600; Arizona, $464,800; Michi- 


gan, $383,800; Wisconsin, $365,- 
900; Hawaii, $350,000; Maine, 
$343,700; New Jersey, $343,500; 
New Mexico, $333,600; Kentucky 
$322,000; North Carolina, $310,- 


600; Colorado, $304,200, and Penn- 
sylvania, $299,900 

Other states allocating large 
sums for advertising purposes in 
clude Tennessee, Oregon, Louisi- 
ana, Massachusetts, Virginia and 
Missouri. 


Zellerbach Gets Price Okay; 
Book Paper Increase Asked 

After granting authorization for 
Crown-Zellerbach Corp. to boos: 
newsprint prices $10 a ton, bring- 
ing its price to $116, the Office of 
Price Stabilization is expected to 
act soon on price applications from 
other U. S. newsprint producers. 

Members of the book paper in- 
dustry recently asked the OPS for 
dollars and cents ceilings on seven 
key grades of book paper, plus cus 
tomary differentials for variations 
in grade, weight, finishes, etc 


Hibbard, Spencer Names Four 

Walter M. King, a buyer, has 
been appointed advertising man- 
ager of Hibbard, Spencer, Bart- 
lett & Co., Evanston, Il, hard- 
ware wholesaler, succeeding Vic- 
tor M. Bowers, who has been pro- 
moted to sales promotion manager 
C. J.Whipple Jr. recently resigned 
the sales post. Effective Sept. 1 
George F. McIntyre has been 
named general sales manager of 
the company, and John D. Leon- 
ard, following the resignation of 
R. R. Lee, has been appointed west- 
ern sales manager. 


Three Appoint West-Marquis 

West-Marquis, Long Beach, Cal. 
has been appointed to handle ad- 
vertising and public relations of 
Inland Boat Co., Long Beach pleas- 
ure boating operator; Travel-Way 
System, San Bernardino operator 
of a nationwide system of motels, 
restaurants and service stations 
(business papers and consumer 
media), and Milton Kaufman Inc., 
Los Angeles builder (newspapers, 
painted bulletins and promotional 
tie-ins) 


Capehart Backs News on MBS 

Capehart-Farnsworth Corp., Ft. 
Wayne, will sponsor a weekly 15- 
minute news commentary by Fred 
Vandeventer, over MBS, 1 p.m., 
EDT, starting Aug. 19. J. M. 
Mathes Inc., New York, is the agen- 
cy. 


Warner Opens Own Agency 
George C. Warner, formerly with 
Harvey-Massengale Co., Durham, 
N. C., has opened George Warner 
Advertising in Raleigh. 


Riverdale Appoints Goerl 

Riverdale Products, New York, 
has appointed Stephen Goer! As- 
sociates to handle advertising of 
its Pompon d’Or confections and 
Old Europe coffee. The company 
plans to open three new retail 
stores in New York. 


A. Boyd Correll Elected V. P. 


A. Boyd Correll, assistant to the 
president of Bardwell & McCallis- 
ver, Los Angeles manufacturer of 
display lighting equipment, has 
been elected a v.p. 


Aero Oil Burner Promoted 

Crombie Advertising Agency, 
Toronto, is releasing a series of 
500-line ads to newspapers in 20 
areas for Aero Tool Works Ltd., 
Toronto. The drive features a con- 
test to promote Aero Silver Flame 
oil burners. All new purchasers 
can compete for monthly $100 
prizes. 


Aiken Named ‘Visitor’ A. M. 


G. Fred Aiken has been ap- 
pointed advertising manager of the 
Providence Visitor. 


The Sun Shines Bright On PADUCAH--- 
Rica @ $500 Million Atomic Plant Is Going Up. 

i @ Two $88 Million Power Plants Are Rising. 
~ @ Bank Clearings Are Up 50% Over 1950. 


SZ The Paducah Sun Democrat 
25,000-Plus Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 


- Be, 


ee 


- the 5 billion dollar sportsmen’s r 


arket? 


a eee 


VU COMPARE CIRCULATION! Rates based on 850,000 ABC guarantee. The largest 


circulation of any magazine in the sportsmen’s market at the lowest cost per 
thousand. 


Vv COMPARE ADVERTISING RESULTS! 617 advertisers in 13 classifications dur- 


ing the first six months of 1951. Advertising pages far in excess of previous 
years. Reader response so immediate and tremendous that we guarantee in- 
quiries or sales at a lower cost than any other magazine in the field. Examples 
on request. 


Vv COMPARE EDITORIAL FORMAT! Aimed ac the “new” sportsmen’s market, 


represented by an increase of 15 million hunting and fishing licenses during 
. the years 1945 to 1950. Technical information is presented in interesting, non- 
technical language. Plenty of pictures and “how to” articles. 


Vv COMPARE READER ACCEPTANCE! “New” sportsmen recognize and appre- 


ciate a magazine that shows them how to get more out of the sport of their 
selection. Reader suggestions on editorial matter prove the loyalty and intensity 
of readership. 


They I fall more often when your aim is accurate! 


_ CHICAGO ¢ 612 N. Michigan Ave. * SU 7-1585 
NEW YORK © 55 W. 42nd St. © CH 4-3740 
BOSTON © 140 Federal St. © HA.6-1913 _ 


SAN FRANCISCO © 57 Post St. © SU 1-5568 
LOS ANGELES * 2330 W. Third St. © DU 7-4388 
MIAMI BEACH © 420 Lincoln Road * 59-0269 
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Found: The Perfect Client 
“A grocer who is involved in buying merchandise, handling store 
personnel, checking the auditor’s statements, paying bills, thinking 
about incoming merchandise, handling maintenance problems and 
the hundreds of other daily details in a large supermarket has very 


little time to think about advertising copy, unusual layouts and sen- 
Sational promotional stunts. 

. “We obtain expert advice on fixtures and refrigeration as a matter 
Of course and follow the suggestions made by these experts. We like- 
Wise wanted an expert’s opinion on the amount of money we should 
Spend for advertising and information on how that money should 
be spent to get the greatest value for each dollar invested. We also 
Wanted someone carefully to analyze the results and tell us whether 
We were getting our money’s worth. So we hired an advertising 
gency.” 

5 The speaker, as quoted in ADVERTISING AGE last week, was Gerald 
A. Awes, president of Food Basket Inc., a supermart chain in San 
Diego, Cal. 

The relationship which has been developed by Food Basket and 
its agency, Phillips Ramsey Co., is one of complete partnership and 
Understanding—the kind of relationship which makes an agency- 
@lient combination pretty hard to beat. 

Certainly Mr. Awes does not resemble the clients of another agency 
head, who commented once (without complaining—he simply took 
the situation for granted) that on the average it took three years for 
the agency to get “close” enough to a client to really learn his prob- 
lems and get the lowdown on his promotional and sales needs. Prior 
to that time, said this agency head, the client would tell you some 
things, but he was not likely to really tell you everything you needed 
to know to do a first class job. 

Clients of advertising agencies would undoubtedly get far more out 
of their agencies if there were no feeling of suspicion and no attempt 
to hold back on essential facts. But, of course, it would be folly to 
blame all the holding back on the client. The agency must demon- 
strate its trustworthiness, its real interest in and understanding of the 
client’s problems, and its eagerness and ability to do a job, before 
any client will feel like taking it completely into the family, and 
showing it all the family skeletons. 


Handling Government Accounts 

Every advertising agency which has handled a government account 
has discovered, sooner or later, that there is relatively little fun in it. 

The hearings before the House subcommittee on appropriations 
which is currently inquiring into the budget for Army and Air Force 
recruiting advertising is a typical example of the kind of mental an- 
guish which an agency handling a governmental appropriation can 
expect to take as part of its job. 

Rep. Harry Sheppard of California expressed a great deal of con- 
cern over the fact that Grant Advertising, which now has the account, 
hired Hill & Knowlton and Wenland & Associates to do some special 
public relations jobs, his implication being that this demonstrated 
some sort of shenanigans. He presumably was not concerned over the 
fact that Grant may also have hired a radio announcer or an actor or 
two to help make the Army and Air Force appeals sound more at- 
tractive over the air. 

But what will wring a wry smile from a number of people was his 
query about how many people who formerly worked for Gardner, 
which had the account before Grant took it over, now work for Grant. 
Was the transfer from Gardner to Grant anything more than a change 
in names”, he wanted to know. 

Maybe it’s a good thing there aren't more government accounts. 


—Wall Street Journal 


“Why do they insist on calling them ‘easy payments’ when it's 
| always such a struggle to meet them?” 


What They're Saying 


‘Liking’ Isn't Important 

It has been repeatedly demon- 
strated, by asking people to score 
a sample of mailing pieces, that 
those unfamiliar with the field will 
completely reverse the actual order 
of pulling power of the various 
pieces. One reason is, of course, 
that “being pleased” with the ap- 
pearance or message of a particu- 
lar piece is a quite different thing 
from being “led to action.” 

For example, 70 out of 100 men 
may be pleased with a simple, 
short, to-the-point letter or circu- 
lar to the extent of thinking, “This 
sounds good,” or “Some day, when 
I have time, I'll think about this 
some more,” but there is not 
enough power in the piece to over- 
come the inertia (the big stumb- 
ling block of direct mail advertis- 
ing) of more than five of them; 
whereas another longer piece or 
even collection of pieces may dis- 
courage or irritate 60 of these same 
men, but have enough extra in- 
formation and selling message to 
get the remaining ten to send in a 
signed order card. From the bus- 
iness standpoirt, the second mail- 
' ing would obv. usly be 100% more 
| effective. 

—Edward N. Mayer Jr., President, 

James Gray Inc., in “Direct Mail Ad- 
| vertising,”” Harvard Business Review, 
| July, 1951. 


| The ‘Time’ Jinx 

The “Time jinx” cry is on again. 
| Sugar Ray Robinson, it says, was 
| voodooed out of his world middle- 
| weight crown... by his picture on 
the June 25 Time cover. Some 
sport columnists had chanted the 
hex legend earlier, when Robinson 
took a “no decision” in his Berlin 
fight three days after the cover 
was published. 

The legend, started long ago, 
snowballed from a few sport cov- 
ers whose subjects ran into mis- 
fortune... 

The Time jinx legend is some- 
thing like the old baseball taboo— 
never, before the last out is called, 
tell the man on the mound that he 
is pitching a no-hit game (as if he 
didn’t know it). If anybody gets 
a single, the informant is accused 


of jinxing the pitcher. Not only 
sports figures, but many other top 


news personalities (such as poli-| 


ticians, business men and generals) 
are engaged in highly competitive 
enterprises. They may, like Thom- 
as Dewey, two weeks after an Oc- 
tober, 1944, cover, get knocked out 
of the box. They may, like Marshal 
Stalin after eight different cover 
portraits, keep right on throwing 
the same old curves, Win, lose, or 
draw, they are news. 

—James A. Linen's 


the Publisher,” 
Time 


“A Letter from 
in the July 23 issue of 


Portrait of an Adman? 

In the cinema and the theater, 
in books and radio dramas, as well 
as on public platforms, the adver- 
tising man has been consistently 
portrayed as a cold-eyed, hard- 
faced, back-stabbing desperado 
who would cheerfully sell his best 
friend down the river, and cheat 
his own mother for the sake of a 
good laugh. 

But, in fact, what manner of man 
is he? At the top level in this bus- 
iness nowadays he is generally a 
kindly and_ respectable-looking 
man of rather more than middle 
age, who lives in the best suburbs, 
plays golf on Saturdays and Sun- 
days, belongs to the best clubs in 
town, avoids publicity: like the 
plague, seldom goes to the pictures, 
always reads the Times and never 
goes to the dogs. 


—Cyrus A. S. Ducker, director of 
Intam Ltd. and British representa- 
tive of Ellington & Co., New York, 
at the International Advertising Con- 
ference, London. 


Trend in Men’s Styles 

A substantial shift of consumer 
interest from double breasted suits 
toward the single breasted model 
is indicated in the current monthly 
style survey of the National Assn. 
of Retail Clothiers and Furnishers. 
Reports from 27 style minded 
men’s wear merchants geograph- 
ically distributed throughout the 
country indicate that merchants 
expect to sell about 60% of men’s 
fall suits in single breasted models 
and about 40% in double breasted. 

—Bulletin from the National Assn. 


of Retail Clothiers and Furnishers, 
Washington, D. C. 
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| Rough Proofs 


Taxpayers found it hard to be- 
lieve the report that FTC lawyers 
were “greatly outnumbered” at the 
soap ad allowance hearing. It’s the 
first time on record any Washing- 
ton bureaucracy has been found to 
be short of help. 


AA reported that the Voice of 
America appropriation was saved 
when congressmen learned that ex- 
perienced advertising men were on 
the job. The solons have had pretty 
good orientation from Sen. Wil- 
liam Benton, now of Connecticut 
and once of Madison Ave. 


Maybe advertisers can take a 
tip from the stock market, which 
after a lot of fiddling around has 
decided that peace prospects are 
definitely bullish. 


Engineers continue to debate the 
merits of TV color systems that are 
compatible, but what advertisers 

| are interested in is which system 

is most compatible with sales. 
+ 


Gladys the beautiful reception- 
ist says a real executive is one who 
has two secretaries, takes three 
| hours for lunch, and enjoys a four- 
day weekend. 


| 
| 
| 


A medal should be struck for 
the Crosley refrigerator genius who 
provided the most appealing pre- 
mium of the year, 20 pounds of 
beef steak for each customer. 


Good comics magazines are good 

reading, asserts National Comics 
| Group. 
| Adult admirers of the Lone 
| Ranger and Hopalong Cassidy in- 
sist this is a serious understate- 
ment. 

7 

Celebration of the advances 
made in rural electrification by 
the electric light and power com- 
panies seems to have run into the 
typical situation that politicians 
want all the credit for everything 
in sight. 

. 

Vitamin C is getting a big push 
in advertising these days, and one 
of the main reasons seems to be 
that the most successful campaigns 
are putting Cash back of Citrus. 


+ 

An agency is locking for a copy- 
writer for proprietary products 
who “knows what you can or can’t 
say.” 

Or perhaps how to come closest 
to what you can’t say in the way 
you can. 

+. 


“Negroes spend $15 billion a 
year,” Interstate United Newspa- 
pers says. 

And if Ray Robinson hits the 
jack pot on Sept. 12, they may 
spend even more. 

- 


“Samuel Adams, known as the 
‘Father of the Revolution,’ was a 
brewer in private life,” the ad in- 
forms us. 

So no wonder he supervised the 
Boston Tea Party. 

Copy Cus. 


12 Pe 
rt 
PO (dl 

| CC: a 

a LS a ] 7 5) 
| | | ¥ Bp* 4 . 
amps ) 
N ) a Z a 
— CFF Z 
| (q\2] \ A [+] / : 
Se &§ 
ati eny Mak 
| | m 
ee 
Sy 
| — 
Po 
- : 
i 


i 
. 
ate 
a 
“Se 
a 
2 
~ . 
' 
IN PHILADELPHIA'S VAST TRADING AREA, HALF THE : ; 
SALES AND HALF THE PEOPLE ARE OUTSIDE THE © : 
CITY LIMITS. And you must cover this vital half. — : 
The Inquirer carries your sales messages to 
the 4,500,000 people who make up both 
halves of America's 3rd market. That's why 
e a 
The Inquirer should head your list. ag. 
Ae 
en 
Twice o day, suburban a 
dwellers pass through : 
stations like this en 
Bis route to or from city 
; ) =o i < et oe Ps. jobs. The Inquirer is 
A railroad center and a center of steel fabricators who L a % their standby. ; 
supply the nation’s railroads—two factors which help make a4 ; e , ee a > 
IP Philade!phic the world’s most diversified industrial area. — oe 4 : 
TWe eaDeRM s 
no + 1 pen 


| apne Che Philadelphia Inquirer | 


(i arin Philadelphia Prefers The Inquirer 

{ | _e—5 : 
Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Blidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker ee 
Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK 

} & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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g January-June 1951 net paid ABC average: 


A MARKET NOT DUPLICATED BY ANY OTHER NEWS 
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Nost voluntary circulation methods 


Of all the magazines in the news and management 
field, there’s one which consistently leads in the use 


of voluntary circulation methods. 


It’s “U.S. News & World Report,” with more than 
90% of its circulation coming from the most 
voluntary of all circulation sources: subscriptions 


by-mail-direct-to-publisher and newsstand. 


(lass News Magazine 


Why is “U.S. News & World Report” the fastest growing 


weekly today among the standard-size news magazines? 


Because its original news has attracted the finest 


readership in America—people holding positions of 
importance in manufacturing, construction, 
transportation & communications, public utilities, finance, 
wholesale & retail trades, industrial services, 


government and the professions. 


i a TOI 


First in its field in 19H 
4 4 8,3 ~ 5 U.S. News IN PERCENTAGE CIRCULATION GROWTH 
& World Report | “stinitsfieldin 199 
MAGAZINE IN PERCENTAGE ADVERTISING GROWTH 
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Alderson Explains 
‘Proliferation’ of 
Capitalistic System 


PHILADELPHIA, Aug. 8—The eco- 
nomic history of the U. S., since 
Kar! Marx expressed his view- 
point that capitalism is cannibal- 
istic, has proved Marx wrong, ac- 
cording to Wroe Alderson, partner 
of the management consulting 
firm of Alderson & Sessions, in an 
article written for the company’s 
house organ, “Cost and Profit Out- 
look.” 

Taking the opposite view of 
those who say big companies eat 
up the little ones, Mr. Alderson 
seeks to show that there is a 
“principle of proliferation.” 

Reduced to its simplest terms, 
this principle declares that “the 
success of a business firm tends to 
create opportunity, rather than re- 
duce opportunity, for other firms 
that perform similar although not 
identical jobs.” 

Mr. Alderson points out that this 
principle interprets the facts of 
the American economy better than 
the opposing Marxian principle of 
capitalist accumulation. The prin- 
ciple of proliferation is based on 
the view that opportunity expands 
simultaneously in several direc- 
tions 

The public interest, he declares, 
is served by the success of any 
company as long as it is unable 
to prevent others from taking ad- 
¥Yantage of the opportunities which 
its success creates. Mr. Alderson 
Maintains that if government will 
preserve freedom of opportunity 
im this broad sense, it may be ex- 
pected that the American economy 
Will conform to the Alderson prin- 
Gple rather than to the Marxian 


Principle 


@ He points out that even though 
a successful company opens up 
Opportunities to others, the new- 
COmers will still have to meet the 
tést of survival. The test, he adds, 
May not be as tough for the latter 
ag for the pioneering firm. 

In some ways, he says, the sim- 
plest path for the newcomer to 
fdllow is to simulate the success- 
ful firm, since the pattern of op- 
eration has already proved success- 
ful. He concedes that direct simu- 
lation is a hazardous road to fol- 
low in some fields and that prob- 
ably many failures can be traced 


Don't miss the first sale to a 


new home owner, the replace- 
ment market is a long way off. 
Small Homes Guide Readers are 
important first buyers. Everything 
that goes into a New Home — 
materials, equipment, furnishings 
— must be a part of original new 
home purchasing. 

SMALL HOMES GUIDE readers 
~~ ail committed to New Homes 
— are the cream of your first 
sales opportunity. 

Circulation 400,000 A. B. C 
Guaranteed. 

The First Publication in the New 
Home Market. 


LY 
Twice yEAR 
155 EPNG and Fall 


[ee 


ee 


82 W. Washington St., Chicago 2, 1 


to this. 

“If the newcomer merely offers 
to do precisely the same thing as 
the original firm and charge the 
same price for it, he may have dif- 
ficulty in attracting any portion 
of the market to himself,” Mr. 
Alderson observes. 


Hodges Joins Liller, Neal 

Richard E. Hodges Jr., formerly 
a reporter for the Atlanta Consti- 
tution and the Daily Independent, 
Ashland, Ky., has joined the pub- 
lic relations staff of Liller, Neal 
& Battle, Atlanta agency. 


Coerne Named Capitol A.M. 


Jack Coerne, formerly of Wal- 
ter McCreery Inc., Beverly Hills, 
has been named advertising man- 
ager of Capitol Records, Holly- 
wood. 


Young Presidents Elect 
Three Youthful V.P.s 

Three v.p.s have been elected 
by the Young Presidents Organ- 
ization, whose members became 


chief executives of corporations 
before reaching the age of 39. 
They are: 


H. J. Dow of the Louis F. Dow 
Co., St. Paul, v.p. in charge of the 
YPO’s midwestern area; George 
Schlegel III of Schlegel Litho- 
graphing Corp., New York, in 
charge of the eastern area; and 
George Victor of Victor Mfg. & 
Gasket Co., Chicago, head of the 
Chicago and Illinois chapter. 


Duram Named Hooper A. E. 

George T. Duram, who recently 
resigned as media director of 
Lever Bros. Co., has joined C. E. 
Hooper Inc., New York, as an ac- 
count executive. 
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Mutual Appoints Zuzulo Linda Electric Deodorizer Bows 

Francis X. Zuzulo, assistant di- Linda Mfg. Co., New York, has 
rector of the press information de- developed an electric deodorizer 
partment of Mutual Broadcasting designed to replace unwanted 
System, New York, has been| odors in the home with “just a 
named to fill the newly created’! hint of fragrance.” The unit may 
post of manager of press informa-| be attached to any wall or shelf 
tion for the network. He will con- and plugs into an outlet. Direct 
tinue to coordinate all phases of mail and newspapers will be used 
Mutual's press activities with cli- through Ritter, Sanford & Price. 
ents and agencies. 


| Perry Leaves Chase Brass 
Tapply Joins Boston Agency | Sherman H. Perry has retired as 
H. G. Tapply, former editor of v.p. in charge of sales of Chase 
National Sportsman and Hunting Brass & Copper Co., Waterbury, 
& Fishing, has joined Reilly, Conn. He will be succeeded by 
Brown & Willard, Boston, as copy Bruce A. Dean, who joined the 
chief and special consultant on | company earlier this year. 


accounts in the sports field. 
i : Sea Isle Names Koehl Agency 
Britannica Moves Offices Sea Isle Hotel, Miami Beach, has 
Encyclopaedia Britannica, Chi- appointed the Miami office of 
cago, has opened new offices at Koehl, Landis & Landan to handle 
425 N. Michigan Ave. its account. 


-_ 
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ih. dentberenimens read? 


The answers, documented now by scientific research, 
show the power and impact of the business press . » . how 
to make business paper advertising bring bigger returns. 


READERS WHO TURN TO | 
THE ADVERTISING PAGES — 


2. How many people read them? 
The proof is impressive. Of 4 publications surveyed, an 
average of 98°7, of qualified readers read the editorial 
pages ; and almost 97°; read one or more advertising pages. 


3. How thoroughly de they read? 
Page-by-page flow charts show readership consistent . . . 
attention holding up through back-of-book pages. In one 
issue, the best-read editorial feature began back on 
page 153. 


= 
6 
g 


29) 


4. Is position important? 
It can help, but can’t hold a candle to ad quality. In one 
issue, an ad on pages 353 and 354 was second-best-read; 
in another a left-hand page outpulled a right by 21 per- 
centage points. 


Now on film... answers to a quarter- 


How effectively does the business press serve your necds? 
That is the big question for some 40,000 advertisers who'll 
spend better than a quarter-billion dollars this year in 


business publications. 


Now you can see and hear some of the answers in the 
new slide film: RESEARCH LOOKS AT BUSINESS PAPER 


READERSHIP. 


Do you want evidence of the values of business publi- 
cations? Impartial answers to who reads them. . . how 
thoroughly, what and why they read . . . and (to put the 
final clincher on the problem) are the readers men with 
buying power? 


To get the facts, the Associated Business Publications 
and its participating members have put $200,000 into 


penetrating research, conducted objectively by the Adver- 
tising Research Foundation. So far, ARF has finished 
four major studies* . . . and more are to come. Already, 
the pattern of the findings is shaping up. They give you 
new measures of business paper performance... new 
approaches to advertising techniques. 

The highlights are presented in an informative color 
slide film available for your ad-club or group, without 
charge. 

This film is one of ABP’s most important double- 
Purpose projects: to help the paid circulation, ABC- 
audited member publications to improve the outstanding 
editorial quality that attracts and holds two million 
subscribers. And to help you make your business paper 
advertising more and more effective. 


* Automotive Industries, American Builder, American Machinist, Chemical Engineering 
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Hess Bros. Offers 
New Set of Awards 
for Product Design 


New York, Aug. 7—Working on participation. 


who sell Hess Bros., but is open to| Bernbach Inc. Full pages in New | Canning Institute in Motion 


anyone who feels he turns out a York and Philadelphia dailies will! The recently formed Home Can- ‘50 CENSUS DATA 
product practicable enough to win. be used to announce the winners ning Institute of America has 
Judging will be based solely on the of the first contest, entries for | launched a fall publicity campaign 


utilitarian qualities of the entry, which close Oct. 1. Winners will be | en - ae oS ee TESTS CONSUMER 
he said, and there is no charge for announced Oct. 15. ware . 


the theory that what the ad busi- 
ness needs is more awards, Hess 
Bros., Allentown, Pa., department 
store, last week announced the 
first annual Hess Bros. awards for 
versatility in design. 

Object of the yearly event is “to 
encourage manufacturers to pro- 
duce merchandise which can be 
used in more than one way.” 

Mitchell Kauffman, general mer- 
chandise manager of the store, was 
quick to point out at a press con-| 


e Winners—to be named in the 
fields of women’s apparel, men’s 
apparel, sportswear, home appli- 
ances, home furnishings, children’s 
wear, fabrics and shoes—will re- 
ceive plaques. 

Award winners, moreover, will 
be permitted to use reproductions 
of the plaques in their advertis- 
ing display material—when this is 
okayed by Hess Bros. 

The department store plans to 


ii eatatnn ae an. seven ave: ‘Burne Can Sesier' co, Bar. ANALYSIS SAMPLE 


Munsingwear Plans Drive 
Merchandising, sales and pro- 
motion plans for spring, 52, were 
outlined at a recent Munsingwe 
Inc. divisional sales managers 
meeting in Minneapolis. Emphasis 


will be placed on Secre-Seal nylon | WSMB Joins ABC Radio Net 
Station WSMB, 5,000-watt New 


hose, nylon reinforced men’s T-| 


2 Dixie Canner Co., 
lic service” in Allentown during Athens, Ga., and Wisconsin Alu- For the 
the two weeks beginning Oct. 1. |}minum Foundry Co., Manitowoc, 
institute is currently 
negotiating a tie-in with the gar- 
| den, home and food preservation 
| program of the U. S. Department 
of Agriculture. Buchanan & Co., 
af Chicago, is the agency. 


past five years the St. 
Paul Dispatch-Pioncer Press has 
been publishing “The Consumer 
Analysis of the St. Paul Market” 
Each year check questions have 
been asked to compare sample 
‘data with that reported by in 
dependent sources on telephones, 
gas meters, type of home heating, 


shirts and Foundette foundations) Orleans outlet, will be the 294th|etc. In each case the sample 


. “ in consumer and trade publication; member of the American Broad-|“checked out” well. 
ference here that the competition) run national advertising on the advertising. Campbell-Mithun is| casting Co.’s radio network when| — 
is not confined to manufacturers! awards, prepared by Doyle Dane the agency. ‘it affiliates Oct. 4. Phe recent release of prelimi 
|nary census data for the city of 
|St. Paul presented an especially 
| good opportunity to compare the 
|findings of the sample drawn in 
| January of 1950 with census data 
‘gathered in April of the same 
| year. 


In any sample the participants 
must be proportionately of the 
same economic status as the total 
population. Here is how the St. 
Paul Consumer Analysis sample 
}compares with the preliminary 
| census data for annual family in- 
come in St. Paul. 


| Aanwal Family 
Income Census Dato Anol 
$6,000 and over 15% W 
| $4,000 te $5,999 26% 27 
Under $4,000 58% 62 
. Not specified ™ oe 
5. What’s the biggest attention puller? 1. Do the readers have buying powe . Now consider a sub-sample = 
Business paper readers are attracted by the same elements Indeed they do: 77°; of the readers of the four publications een qametien Wedle ten I le 
in editorials and advertising. In 60 leading ads, illustra- directly recommend or influence purchases . . . and, of ee ee 


who rented was asked to give the 
}monthly rental paid. Here 

|find a remarkable agreement be- 
_ tween sample and census. : 


these, 80°, generally specify make or brand. 


tions outpulled other elements; 41 were in color. 


Monthly Preliminary ‘heelys 
Rent Census Analy 
Under $40 4% 34% 
$40 to $49.99 23% 24% 
$50 to $74.99 19% 19% 
| $75 and over 4% 3% 
—— The 1951 Consumer Analy 
—_— 


was conducted eight months —_ 


= the census was taken. In this sul 
<i vey the specific occupation of thie 
= head-of-the houschold was asked. 
——, Here is the sample-census com- 
= 


parison by categories. i 


Consumer 
Census Anal 
6. ence ABE Wiretatien” ence contest? ©. ase tase citi nese Conte? | —— Arete 
Believe the ABC statements. Here's objective research that Yes. The film presents many clues to readership and, par- Officials & Proprietors 21% 20% 
shows each publication delivered the number of readers ticularly, the formulas that make ads pull. And there's | Sales, Clerical & 
claimed in ABC reports . . . a significant verification. much more to learn from the complete surveys. Ask to see Gnted Guten 19% 2% 
the four reports. — — 

| Kindred Workers 42% 45% 

" Service Workers 9% 8% 

laborers *% 6% 

* - e ; Net reported ™% — 
3 These comparisons offer a fine 
billion-dollar question — than 6 and a opportunity = check the signifi 
fi dollars * year are cant characteristics of our sample 
Or almost 2,000,000" Paid against total population counts. 
Plan to show the new slide film, Scriptions to the i Sub- jt is gratifying to note the close 
RESEARCH LOOKS AT BUSINESS PAPER READERSHIP, audited publica “te hy ABC. | correlation. 
‘ 

at your next group meeting. In just of ABP. = ; (The Consumer Analysis is a 
Write to ABP for a “booking.” business about every fieig of brand preference study of the 
pe » you'll fing : St. Paul Market. One hundred 
| § Pers Out in front in and fifty major classifications 


'are included, with data on both 
|primary demand and brand 
| standings. Obtain current data 
on the products in which you are 
interested. Please specify the 
classification(s) and write Con- 
sumer Analysis, Dept. 11-A, St. 
Paul Dispatch-Pioneer Press, St. 
Paul 1, Minnesota — the North- 
west's Morning, Evening and 
Sunday newspaper with the 
market tailored circulation. 


Lis a faa St: 


_ and reader 
: THE ASSOCIATED BUSINESS 2.2% mon: 
q @ PUBLICATIONS oat te 
Founded in 1916 

205 East 42nd Street, New York 17, N. Y. « MUrray Hill 6-4980 


The group of ABC-audited paid circulation publications — working cooperatively 
to improve further the service of business papers to their readers . . . and : 
to help advertisers use the business press more effectively. %y 


—— 
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Marlboro Sets Trade Drive 
Marlboro Shirt Co., Baltimore, 
will tie in colors and fabrics with 
fall outdoor activities in its “Au- 
turnn Comes to America” drive in 


a dozen trade publications. The 
color pages will be coordinated 
with activities of the National 
Rifle Assn. and other outdoor 
clubs. The trade drive and sub- 
sequent consumer campaign are 


handled by Leonard F. Fellman & 
Associates, 


Philadelphia 


‘Circus Man’ TV Show Ready 

“That Circus Man,” a new five- 
minute TV story produced by J. H. 
Suttner Productions, Oconomowoc. 
Wis. (AA, Nov. 20, 1950), is now 
available. Depending on the mar- 
ket, rates range from $14 to $60 
Suttner is also completing “Who 
Am I°?”, a 15-minute unrehearsed 
and scriptless film retelling famous 
children’s stories, the names of 
which children in the film try to 
guess. 


Home Heating — Commercial — Industrial 
FUELOIL & OL HEAT ¢ 232 Madison Ave. 
NEW YORK 16, N.Y. Phone LExington 2-4566 


National Biscuit Uses Big Ballyhoo to 
Launch Donald Duck Bread in San Antonio 


San ANTONIO, Aug. 7—Two ad- 
vertising agencies and National 
Biscuit Co. put on an old-fash- 
ioned circus-type ballyhoo here 
recently to introduce National Bis- 
cuit’s new Donald Duck white 
bread 

McCann-Erickson, National Bis- 
cuit’s agency, handled the adver- 
tising for the campaign, and ap- 
pointed Bozell & Jacobs of Texas 
to handle the local publicity and 
promotion. 

The agencies decided to spend 
one week making San Antonio 
duck-conscious before springing 
their major newspaper advertis- 
ing campaign. McCann scheduled 
a series of Donald Duck teaser ads, 
and Bozell & Jacobs went on a 
veritable duck binge. 


@ As a result of the concentrated 
one-week promotion, followed on 
Sunday by full-page ads in the 


San Antonio Express and Light, 
National Biscuit reports that the 
next day’s sales were more than 
double the average. Additional 
bread trucks had to be rushed 
in from out of town and three new 
routes have been added to keep 
up with the demand. 

(Two weeks later McCann and 
B&J collaborated on the same type 
of campaign in Houston, and this 
time National Biscuit had to add 
six new bread routes.) 


@ The publicity phase of the cam- 
paign was launched when a duck, 
ostensibly flying south for the 
winter in grand style, reportedly 
arrived in town aboard an Amer- 
ican Airlines plane from the Mid- 
west. That same afternoon four 
models paraded through the down- 
town streets, each leading a duck 
on a leash. 
The next the 


morning girls 
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U. S. patents. 


HORE ELECTROTY 


ILLINOIS) 


MICHIGAN ELECTROTYPE * REILLY PLASTICTYPE © 
we 
or é 


& STEREOTYPE DIVISION 
DETR: IT 


DIVISION 
LOS ANGELES 


SAW FRANCISCO 


INDIANAPOLIS: ELKHART 


Here in one unique volume is the first fully complete and authoritative 
summary of R.O.P. Color specifications from 500 daily newspapers 
that now print color. Such questions as number of colors printed, full 
page size or less, closing date schedule and type of materials to be used 
are all answered in this comprehensive report. Most big name national 
advertisers get sharper and cleaner color results using Bista Pre- 
Madeready mats, exclusive with Lake Shore. For your next R.O.P. 
Color release, call on Lake Shore experience and know-how to assure 
maximum results. Bista Pre-Madeready mats are fully protected by 


PE! 


HAVEN ELECTROTYPE 
DIVISION 
NEW HAVEN 


NEW PRODUCT CARTON —This is 
point of sale carton for Ben-Gee Prod- 
ucts’ new Ben-Gee Bean Sprout balm. The 
Oak Lawn, Ill, company will use trade 
publications, newspapers, radio and TV, 
through Schoenfeld, Huber & Green, Chi- 


the 


cago 


donned bathing suits for some 
cheesecake shots—afterwards they 
supposedly took the ducks for a 
dip. That afternoon they divided 
their time between some more 
street ballyhoo and guest-starring 
on various radio shows. 

On Wednesday a press and radio 
party was held, and on Thursday 
Clarence Nash, Donald Duck's 
screen voice, arrived from Holly- 
wood carrying a life-size likeness 
of the famous fowl. He appeared 
on radio, television, school stages, 
before crippled children, etc. 


@ On Saturday the promotion was 
to bé climaxed by a mammoth 
Donald Duck kiddie show at 9 
a.m. It was scheduled for the 3,700- 
seat Majestic Theater, but when 
children started arriving before 
8 a.m. the 2,700-seat Texas Thea- 
ter was added, and both show 
houses were jammed long before 
the show was due to start. 

The program consisted of several 
Disney films, stage acts, Donald 
Duck paper cutouts, an announce- 
ment of the new bread and a sales 
talk for the children to take home 
to mother. 

Although the advertising drive 


didn’t break until Sunday, with 
full-page ads in the Express and 
the Light, as early as Saturday 
afternoon National Biscuit re- 


ported that it was getting calls 
from retailers asking how soon 
they could get delivery on the new 
bread. 


FC&B Named ‘Office of Year’ 

The Chicago office building of 
Foote, Cone & Belding, along with 
the United Nations Secretariat 
Bldg. in New York, has been cited 
as “Office of the Year” in a poll 
of architects, decorators and man- 
agement engineers, conducted by 
Office Management & Equipment. 
ADVERTISING AGE printed a two- 
page picture story about FC&B's 
new building in its Sept. 4, 1950, 
issue 


NEW JERSEY'S FOURTH LARGEST MARKET 


The BAYONNE TIMES 
WINS TWO NATIONAL 


AWARDS 


"GENERAL 
EXCELLENCE 


“BEST 
ADVERTISING 
IDEA 


THE BAYONNE TIMES 
perfection in News R 


continually strives for 
tir Features and 
Typography, ever min f 
readers and advertisers alike 
Two more reasons why THE BAYONNE TIMES 
reigns supreme in this important segment of the 
Je'ropolitan New York Market 
Only DAILY to win two he NEA 


THE BAYONNE TIMES 


Bayonne cannot be sold from the outside 


of its obligation to 
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a Of de school 


principal... 


the pocket news magazine 
busy people depend on 


CIRCULATION — MORE THAN 1,100,000 


nie, 


busy every 
minute... | 


A grade school principal, active in adult education, 
Mrs. Ruth Rippon is an accomplished pianist — and she 
finds time to paint for a hobby, too. Mrs. Rippon says: 


¢¢As a school principal, I must keep up-to-the- 
minute with current events, and with so many 
extra-curricular activities — that’s where Quick comes 
in! Quick chooses the week’s most important news for 
me—and presents it clearly and concisely. It’s the only 
magazine I have time to read from cover to cover.99 


More than 1,100,000 active young men and women buy 
Quick each week for fast, accurate, entertaining 
delivery of all the week’s news. And more and more 
advertisers are telling their product story to them. 
With by far the lowest rates in the weekly field, 

Quick offers advertisers frequency and full-page 

impact at a surprisingly modest cost. 


A new study by researchers of a leading university 
confirms Quick’s important role in the lives of busy 
people. Ask for your copy today. 


GARDNER COWLES, EDITOR 
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IN NEWS TOO, MR.PLUS POINTS THE 
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We've got news for you. Amid all the huff-and- 


puff about the future of radio, several steady 


trade winds are prevailing here at Mutual... 


and one of the steadiest is news. This network 


has always been First for News—with more 


news, more often, and more of it sponsored. 


Today, Mutual’s lead is even wider on all these 
counts: 91 news programs a week (69% more 
than a year ago)...72 of them sponsored 
(67% more than last year). And boosting 
this trend along is a continuing updraft 

in news-listening on the Plus Network. 

Our average news sponsor now reaches 

5% more homes than in 1950, (the only 
network gain in news-ratings). And actual 
tune-in to all MBS news periods now 

totals 13,722,000 family-hours a week (the 
largest news-audience on any network). 

We still have 19 compelling news programs 
for sale, so if you’ve got selling news to 


tell America—we’ve got news for you! 


— the difference is MUTUAL! 


AUDIENCE DATA: N.R.1, 8 AM-11 PM 
NOV. '42-APR. "50 vs. NOV. 'S-APR ‘5S! 
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Sears Sponsors Tom Harmon 


Sears, Roebuck & Co., Los An- 
geles, has signed to sponsor the 


Domestic Soap Sales Off a Bit from ‘50 


New York, Aug. 7—Domestic 


were 24.2% over the first three 


Monday, Wednesday and Friday soap sales for the first six months months of '50. 


“Tom Harmon Sports Final” on 


of 1951 showed a drop of 1.5%, 


Sales of synthetic detergents re- 


Station KNX, 5:15-5:30 p.m. May- compared with the first half of ported by 37 manufacturers for 


ers Co. placed the contract. 


Ryan Elected Patroon V. P. 

Morgan Ryan, general manager 
of Station WPTR, Albany, has 
been elected v.p. of the parent 
Patroon Broadcasting Co. 


OF LONG LIFE* 
FOR QUANTITY BUYERS 
THE ARTERAFT® SIGH CO. 
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1950, according to the Assn. of 
American Soap & Glycerine Pro- 
ducers. 

Sales for the second quarter of 
| '51 were off 23.8% from the second 
quarter of ‘50, but first quarter 
sales this year exceeded the first 
| quarter of '50 by 18.4%. 


the first half of °51 totaled 611,- 
528,000 lIbs., exceeding first half 
sales of '50 by 18.8%. 


Co-op Advertising Program 

on Photographers’ Agenda 
Discussions concerning a_pos- 

sible cooperative advertising cam- 


photo illustrators : 
A trade showing of exhibits and 
products of manufacturers of pro- 


fessional equipment will be part 
of the convention. About 3,000 
photographers from midwestern, 
western and southwestern states 
are expected to attend 
Audio-Visual Group Elects 

J. K. Lilley, Harrisburg, Pa., 


has been elected president of the 
National Audio-Visual Assn. Oth- 
er officers elected are: Jasper Ew- 
ing, New Orleans, Ist v.p.; John 


| Liquid soap sold by 54 manu- paign designed to further the in- GU™S‘ream, Dallas, 2nd v. p.; Car- 


| facturers during the first half of terests and public recognition of TO!! Hadden, 


| this year amounted to 2,915,000 
| gallons, an increase of 31.3% over 
| the similar period of °50. Second 
| quarter °51 sales of 1,393,510 gal- 
|lons exceeded the second quarter 
''50 by 40%. First quarter sales 


professional photography will be 
held at the Photographers’ Assn. 
of America convention in Mil- 
waukee, Aug. 26-29. The associa- 
tion represents studio photograph- 
ers, including professional and 
commercial photographers and 


When you use 


(Film Commercials) in Theatres, 


Hollywood sta 


nothing for their time and talent. Compare that with the fabulous 


8% o> 


aie 


Spot Movie Ads 


rs draw the crowds — but you pay 


talent costs paid by radio and TV advertisers! 


What's more, in the movies, your audience is comfortably seated in a darkened 


Louisville, secretary, 
and Jack Louis, Wichita, treasurer 


Maitland Joins ‘Fortune’ 

Glen Maitland, formerly with 
Printers’ Ink, has joined the ad- 
vertising sales staff of Fortune, 
with headquarters in Philadelphia. 


theatre, relaxed and receptive, all eyes focused on the screen. That's why your advertising 
message, dramatized by a sight-sound-action-color demonstration, commands virtually 100% attention. 
In no other medium can you buy so much selling power for so little. 


Moreover, Spot Movies offer you splendid selective coverage in most TV areas. Spot Movies offer 
you a receptive weekly audience equal to almost one-fourth of the national population in areas 
which TV does not reach at all! Clip and mail the coupon now for more information. 


National Offices: NEW YORK: 70 EAST 45th ST. «+ 


Advertising Bureau | 


MEMBER COMPANIES: 


Nem «(UNITED FILM SERVICE, INC. * MOTION PICTURE ADVERTISING SERVICE CO. INC. 


KANSAS CITY: 2449 CHARLOTTE ST. 
CHICAGO: 333 NORTH MICHIGAN AVE. * CLEVELAND: 526 SUPERIOR N.E. 
NEW ORLEANS: 1032 CARONDELET ST. * SAN FRANCISCO: 82! MARKET ST. 
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NAME 


MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N.Y. 


Please send me more information about 
Spot Movie Ads in Theatres. 


YOUR COMPANY 


ADDRESS 
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Advertising Age, August 
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Scarborough Heads 
‘American Family’ 


New York, Aug. 7—J. Barrett 
Scarborough, formerly publisher 
of American Magazine, was an- 


nounced this 
week as presi- 
dent of Family 
Publications Inc., 
publisher of 
American Fam- 
ily 

The magazine 
has New York 
and Chicago of- 
fices, and Mr. 
Scarborough will 
alternate be- 
tween them. He 
will have full charge of the pub- 
lishing operations of the company. 

Before resigning from Crowell- 
Collier late last year, Mr. Scar- 
borough had been v.p. and a di- 
rector of the company, a publisher, 
national advertising director of 
American, western advertising 
manager and a salesman for the 
same magazine. Prior to joining 
American, he was a salesman for 
the Chicago Tribune. 

In his new position he will be 
part owner and have a share in 
profits. 

American Family has recently 
moved its circulation up to the 
600,000 mark, and expects to reach 
1,000,000 shortly. It is distributed 
through chain, independent and 
cooperative stores, with sizable 
segments going through IGA and 
Red & White stores 


J. B. Scarborough 


Hammermill Names Winans 
Thomas C. Winans, formerly ad- 
vertising manager of A. M. Byers 
Co., Pittsburgh iron and _ steel 
products manufacturer, has been 
named assistant advertising man- 
ager of Hammermill Paper Co., 
Erie, Pa. He succeeds Harold B. 
Wilson, who has been named as- 
sistant district sales manager of 
the Hammermill central territory. 


Snader Appoints Kelly 

Elliott H. Kelly, formerly assist- 
ant to the president of Local 47, 
American Federation of Musicians, 
has joined Snader Productions, 
Hollywood, as director of labor 
and public relations 


Anderson Joins Bachman 
French V. Anderson, formerly 
production manager on the ad staff 
of Reliance Life Insurance Co., 
has joined Bachman, Kelly & 
Trautman, Pittsburgh agency 


CLEVELAND 
T “ ‘Oct. 2-3-4 


FEATURING 

@ “Short Course” sponsored by 
Case Institute of Technology 
(October 1-4). 

@ National Protective Packaging 
and Materials Handling Compe- 
tition. 

@ Exclusive Exhibit of Protective 
Packaging and Allied Handling 
Products. 

... Your opportunity to meet at one 

time, in one place, the ay who 

specify —buy—use—every kind of 
te in the field of Protective 
ackaging and allied Materials 

Handling. 

In War and Peace 
Write to: 

The Society of Industrial Packaging 

and Materials Handling Engineers 

20 West Jackson Blvd. +» Chicago 4, Ill. 
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Yes, it's the “jack” in the box itself . . . the real 
folding money in extra impulse sales generated 
by a hard selling folding carton . . . that 

pays dividends in the long run. 


Of course, identity, protection, uniform caliper 
for uniformly brilliant printing, and dimensional 
stability for smooth flow through high-speed 
automatic filling machines are al! important. 


A few of the nationally famous companies who use But what the customer sees .. . the quality that 
United Board & Carton services matters at the point of sale . . . is the drama, the 
eye appeal, the selling sense. 
Swift & Company Lily Tulip Cup Corp. United Board & Carton has trained specialists in 
Alfred Nichols Bakery The Kroger Co. all phases of folding carton production to consult 
Enterprise Mig. Co. The Ccee-Cole Co. with you, create fo" you, or produce t've carton | 
U. 5. Ciypsum Genera Motors (orp. “ou have created for yc urself. Just asl: a 
industrial Tape Corp. United Board & Carton man to call. No cos. 


- 


: Hickok Manvfecturing Co. No obligation. 
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Corton Plants: SYRACUSE, VICTORY MILLS, COHOES, N.Y, SPRINGFIELD, 
Boord Mills LOCKPORT, THOMSON, N. Y,, URBANA, oO. ml 
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NOTHING’S MISSING! 


All the tools you need for accurate, conclusive market 
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Social Research Report Suggests Video 
Variety Shows Best for Low-Cost Staples 


Cuicaco, Aug. 8—“Variety and 


testing are here, in South Bend, Indiana. This great mar- talent shows [on television] are 
‘ ket is officially selected time and again as a true cross- most effective for ae aa 
section of the nation. And you can cover the South Bend es small-cost — “- a 
- , im : +r than expensive, juc ent-de- 
market to saturation with one newspaper. The South Bend e say te reg 
T . 2 rave » City Zone < na Z s,”” accc 
6 Tribune provides 100 nage. —— — Z nie and third report in a continuing study 
oy South Bend's Metropolitan area, Cire ulation Is aves of television prepared by Social 
100,000. Milline rate lower than the national average! Research Inc., psychological and 
Write for free market data book. sociological research organization 
“To use a variety or talent show,” 
~ the report contends, “to cater to 
| all social classes and to sell all 
i. Ul re ‘Sa , sorts of items, both inexpensive 
A f fete i and expensive, is a dream enjoyed 
% ; by some sponsors and advertising 
4 agencies, but with little hope of 
Sie Uu : realization without more careful 
Ba and exact planning. Most TV va- 
: ou z i riety and talent shows do not show 
~ I | une : Soum geno, @"Y evidence of such planning 
f IND. whatsoever. 
es Data in the report are based on 
. * NATIONAL REPRESENTATIVES ° - 2 : 
a 2 - interviews with approximately 
%, 
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x “Have you considered using Kimberly-Clark coated papers?” 


YY Fully-coated Kimberly-Clark Printing Papers will add crisp 
freshness and sparkling new eye-appeal to your reports, adver- 
tising pieces, brochures and house organ — often at remarkable 
savings in cost. Today — ask your buyer or printer to see new 
Hifect” Enamel. Trufect*, Lithofect” Offset 


Multifect*— and compare them with the paper he ts now using. 


Enamel and 


KIMBERLY - CLARK CORPORATION, NEENAH, WISCONSIN 


< “yw REG. U S PAT OFF 


400 television families. As in pre- 
vious Social Research studies, the 
material is presented in the light 
of the Social Research contention 
that members of a given social 
class tend to have similar attitudes 
and tastes while members of dif- 
ferent social classes tend to have 
dissimilar attitudes and tastes. 
The study discusses three vari- 
ety shows (“Texaco Star Theater,” 
“Ken Murray Show,” and “Your 
Show of Shows”) and three talent 
shows (“Original Amateur Hour,” 
“Godfrey's Talent Scouts,” and the 
Horace Heidt program) in detail, 
and includes numerous quotations 
from representative viewers in the 
“middle majority,” upper middle 
class, lower middle class, etc. 


@ The variety show, the report 
declares, is the most popular type 
of program for the middle major- 
ity and “the viewer watches va- 
riety shows to be entertained, with 
as pure and simple a motive as is 
possible.” 

The appeal of the variety show 
to middle class Americans, the 
report continues, lies in its ful- 
fillment of their desire for “in- 
consequential” entertainment; its 
occupational value (the entertain- 
ment arts form one of the few 
channels for rapid advancement), 
and “the twist of rivalry 
petitiveness” which the 
offers in addition to 
tainment appeal 

“Generally speaking,” Sovial Re- 
search concludes, “the commercial 
faces two problems on _ variety 
shows—how to sell as well or 
ter than the show entertain, 
and how to convince the audience 
that the commercial is a particular 
sponsor’s commercial rather than 
another part of the variety, or a 
stretch of boredom, to be forgot- 
ten as quickly as the flute play- 
er’s name or the comedian’s pun. 


and com- 
program 
its enter- 


bet- 


can 


e “On the problem of beating the 
show for entertainment, ‘Texaco 
Star Theater’ and Ken Murray’s 
program are very good examples. 
Sid Stone and the Texaco Quartet 
are well known, well liked, and 
are looked to as part of the enter- 
tainment. Their acts are enjoved 
by viewers, and Sid Stone has the 
rather unique position of giving a 
commercial people wait for. 

“On the Ken Murray show, pos- 
itive attitudes toward the commer- 
cials are expressed repeatedly by 
the ‘middle majority’ viewers, who 
particularly like the beginning 
and closing brewery truck scenes. 
These commercials do not rank 
with Sid Stone for enjoyment, but 
they would compare favorably 
with the Texaco Quartet. 

“By contrast, the Philip Morris 
commercials on the Horace Heidt 
show are criticized by numbers of 
viewers, and regarded indiffer- 
ently by many others. They do 
not have entertainment value, but 
they succeed well in solving the 


second problem—that of being 
recognized and attended to as 
commercials.” 

e The report does not contend 


that a commercial must be liked 
to be effective nor does it argue 
that irritant-advertising can be 
effective. It does insist— logically 
—that the commercial must be 
“strong” enough to make an im- 
pression if it is to do its job. 

“In a diverting milieu such as 
the variety act shows present,” 
the report asserts, “it is easy for 
the commercial to be overlooked 
or completely forgotten by the 
viewer. This handicap is appar- 
ently carried by many of the ad- 
vertisers on ‘Your Show of Shows’ 
—they suffer the fate of being 
tagged ‘another commercial’ and 
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NEW BREATH SWEETENER—Pharmo- 
Craft Corp., New York, is introducing 
freshies, a new chlorophyll mint, in this 
combination shipping and display carton 
Ads are running in Collier's, Cosmopoli- 
tan, Life, Look and The Saturday Evening 
Post, through William Esty Co., New York. 


then pushed out of awareness.” 


@ The report offers the following 
hypotheses about commercials: 

“1. RELATIVE IMPACT. The com- 
mercials on variety shows should 
be designed with fairly strong 
feeling-tone. Enthusiasm, playful- 
ness, excitement, surprise, etc., 
will communicate here (as they do 
everywhere else) and are perhaps 
necessary to avoid comparative 
boredom. . 

“2. AGGRESSION. The variety show 
commercial must contain an ele- 
ment of aggressiveness, of asser- 
tiveness, strong enough for it to 
break through the pattern of fre- 
quent climaxes and crescendos of 
activity. This element the Philip 
Morris commercial clearly has; 
Pabst Blue Ribbon’s ‘What’ll vou 
have?’ also has it. Sid Stone 
achieves it through his rapid-fire 
and brassy approach; Swift and 
Scotch Tape (on ‘Your Show of 
Shows’) apparently do not. 

“3. BRAND AWARENESS. Aside from 
the selling value of MC-testimo- 
nials, the easiest gain to be made 
via variety show commercials 
seems to be heightening brand 
awareness. It will be more effec- 
tive for selling interchangeable, 
small-cost staples than for selling 
expensive, judgment-demanding 
items, in general. In these items, 
the personalized approach gains 
rapidly on variety-styled commer- 
cials.” 


‘30 Mengel Days’ Planned 
for Fall Furniture Promotion 

The furniture division of Men- 
gel Co., Louisville, is announcing 
“30 Mengel Days” in a broadside 
mailed to dealers, telling of the 
concentrated national campaign 
Menge! will hold from Sept. 10 to 
Oct. 13. 

Color pages will appear in 
American Home, Better Homes & 
Gardens, Ladies’ Home Journal, 
Living for Young Homemakers, 
The Saturday Evening Post and 
Sunset Magazine, and the Sept. 24 
issue of Life will carry a spread 
in color. Newspaper mats and ra- 
dio scripts are offered free to deal- 
ers, and stuffers and counter and 
window display units at a slight 
cost. Earle Ludgin & Co., Chicago, 
is the agency. 


Plaswood Bows in Ontario 

Trafalgar Mills, South Nelson, 
N. B., is introducing Plaswood, for 
applying tile floors, in the Ontario 
market. Small space in Ontario 
dailies is being used. Russell T. 
Kelley Ltd., Hamilton, is the agen- 
cy. 


Names E. B. Scott Ad Head 

The Herald-Journal, Spartan- 
burg, S. C., has appointed Ed B. 
Scott advertising director. 


Show Printing Names Lane 
Jack Lane has been appointed 

art director of the New York of- 

fice of Chicago Show Printing Co. 


a 


Films ‘Dr. Fixum’ for TV 


Vogue Wright Studios, Chicago, 
is filming 15-minute “Dr. Fixum’s 
Household Hospital” shows for 
Sept. 1 availability. The show is 
currently being telecast live over 
Station WENR-TV, Chicago, spon- 
sored by Harvey Lumber Co. 


Fox Backs WBKB TV Show 

The “400 Houseparty,” telecast 
over Station WBKB, Chicago, 
Thursdays at 9:30 p.m., is being 
sponsored by Fox Head Brewing 
Co., Waukesha, Wis., for its Fox 
“400” beer. Weiss & Geller, Chi- 
cago, is the agency. 


Midwest Ad Net to Meet 

The Midwestern Advertising 
Network will meet Sept. 8-9 at the 
Bismarck Hotel in Chicago. 


Sporicide to Wexton Co. 


U. S. Sporicide Corp., New York, 
has appointed Wexton Co. as agen- 
cy for Uladon, a new fungicide 
preparation, which is now being 
tested in newspapers and farm pa- 
pers on an inquiry basis. Retail 
distribution is expected to begin! 
in the spring. 


Jerome Roscoe Joins JWT 


Jerome V. Roscoe, formerly with | 
Pan American World Airways, has | 
joined the international depart- 
ment of J. Walter Thompson Co., 
New York. | 


Howard Wilson Joins K&E 


Howard M. Wilson, formerly | 
with Kudner Agency, has joined 
Kenyon & Eckhardt, New York, as 
a copy supervisor. 


Sales Execs Move Their HQ 

National Sales Executives has 
moved to 136 E. 57th St., New 
York. The club, organized in 1934, 
now has a membership of 17,000 
in the U. S., Canada and six other 
countries. 


Blue Cross Booklet Out 
Post-Hall Syndicate, New York, 
has produced 100,000 copies of a 
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public relations comics booklet for 
the Hospital Saving Assn. of North 
Carolina. The booklet, titled “Ted 
Scores a Scoop,” underlines the ad- 
vantages of the Blue Cross-Blue 
Shield plan. 


Four A's Elects Towell 

Arthur Towell Inc., Madison, 
Wis., has been elected to member- 
ship in the American Assn. of Ad- 
vertising Agencies 


On the Buying Power of 
of the $6 Billion Fresh 


Top Impact Ula \4.4533 


Growers, Packers and Handlers 


Fruit and Vegetable Industry. 


Notional Fresh Fruit ond 


201 DELAWARE STREET 


KANSAS CITY 6, MISSOURI 


‘A fine volley of words, gentlemen, and quickly 


shot off.” Thus Shakespeare in Two Gentlemen of Verona. 


And thus a great deal of publication promotion, Yet 


no words about a magazine can match the words in that magazine. 


A magazine lin 


the ideas and images that people its pages. 


readers want 


es and breathes because of 


builder knows what its 


because they get it i h unfailing measure, 


advertisers get it too, 


month after month: meat. And, 


construction industry 


Affiliated with 5 Building Industry Magazines comprising the largest, 


most distinguished publications in the building industry. Building 


Supply News, Ceramic Industry, Ceramic Data Book, Brick and 


Clay Record, Modern Brick Builder 


© INDUSTRIAL PUBLICATIONS, INC. CHICAGO 
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‘Appleton Post-Crescent’ Publishes 
Fourth Consumer Buying Habit Study 


APPLETON, Wis., Aug. 7—The 
Appleton Post-Crescent has is- 
sued its fourth annual consumer 


buying habit study of the city 
zone market of Appleton, which 
is the fourth largest city zone mar- 
ket in the state, according to the 
Post-Crescent. 

In addition to containing figures 
on consumer preferences for drug, 
grocery and department store 
items, the study also presents data 
on family economic classification, 
basic population statistics; housing 
statistics, shopping and reading 
habits, and automobile ownership 
statistics } 

Friday is still far and away 
the favorite shopping day for re- 
spondents in Appleton, with 53% | 
picking that day, 21% choosing 
Saturday and 10% naming Thurs- 
day 


s Chevrolets are owned by 184% | 
of Appleton’s car owners, with 
Ford (11.9%) and Plymouth 
(11.3%) next in order of popular- 
ity, followed by Buick (8.5%), 
Pontiac (6%), Oldsmobile (5.5%), 
Nash (4.7%) and Dodge (4.5%). 

Some of the favorite food 
brands, and the percentage of re- 
spondents expressing their prefer- 
@nce for them, were 

Hills Bros. coffee (40.1%); Nes- 
@afe instant coffee (45.7%); Lip- 
ton tea (55.2%); Carnation con- 
densed milk (60.4%); Campbell 
soup (94%); National Biscuit 
(266%) and Schultz-Burch 
(26.5%) soda crackers; Gerber 
strained (53.3%) and chopped 
(51% ) baby foods; Crisco (64.6% ) 
and Spry (444%) shortening; 
Jelke Good Luck margarine 
(89.7%); Hormel’s Spam lunch- 
@on meat (65.9% ) 


@ Broadcast corned beef hash 
(47.4%); Hormel chili con carne 
(51.9%); Oscar Mayer (23.6%), 
Armour Star (20.9%) and Swift 
Premium (20.6%) bacon; Kraft 
Miracle Whip salad dressing 
(77.3%); Heinz catsup (48.2%); 
Skippy peanut butter (57.5%); 
Red Dot potato chips (46.3%); 
Campbell’s pork and_ beans 


(41.9%); Minute Maid fresh fro- 
zen 


orange juice (23.4%), and 


Quaker Oats cooked breakfast food 
(81.3%). 


cleaning products were 
liquid 
Old 

(30.5%); Argo (38.7%) and Linit 
(33.2%) dry laundry starch; Ivory 
Flakes, for fine fabrics, 
Tide (24.5%) and Oxydol (24%) 
for 
(16.9%), 
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and Tide 


(14.2%) 
dishes, and Windex (38.6%) and 
Gold Seal Glass Wax (33.1%) for 
cleaning glass. 


of cigarets by 


for washing preferred brand 
both men (269%) and women 
(29.6%). Men chose Camels next 
(26.1%) and Lucky Strikes third 
(20.9%), while women gave sec- 
ond spot to Philip Morris (14.2%) 
and third place to Luckies 
(13.3%). 

Some appliance preferences" re- 
vealed by the survey were Univer- 


Hollingshead Sponsors on TV 
R. M. Hollingshead Corp., Cam- 
den, N. J., manufacturer of Whiz 
Motor Rhythm, will begin spon- 
sorship of two segments of “Jack 
Horner's Sports Show” over Sta- 
tion KSTP-TV, Minneapolis-St. 
Paul, on Aug. 30. Bought through 
Campbell-Mithun, Chicago, the 
portion will run Thursdays and 
Fridays, 10: 20-10:30 p.m. 


@ Colgate is both the leading 
toothpaste (49.7%) and _ tooth 
powder (27.1%), with Pepsodent 
second in both categories with 
25.2% and 19.5% preference, re- 
spectively. Halo (26.9%) and sal gas ranges (18%); General 
Drene (20.2%) are the leading Electric (18.4%) and Frigidaire 
liquid shampoos; Lustre Creme is (16%) refrigerators; Hoover 
the leading cream shampoo (23.6%) and Electrolux (22.9%) 
(23.9% ); Arrid (22.7%) and Mum vacuum cleaners; Maytag (24.5%) 
(16.5%) are the favorite deodor- and Speed Queen (19.3%) wash- 
ants; Anahist the top antihista- ing machines, and Philco cabinet 
mine (54.3% ). (23.1%) and table model (19.6%) 
Chesterfield was named as the radios. 


Leaders among laundry and 
Sta-Flo 
(46.4%); 


cleanser 


laundry starch 


Names Schueler Editor 
Dutch scouring 


Manfred Schueler, 
with Flow, materials handling 
publication, has been appointed 
editor of Cleaning & Laundry 
World. Before his association with 
Flow, Mr. Schueler served as pub- 
lic relations manager of the Amer- 
ican Institute of Laundering. 


formerly 


(36.4% ); 


general 
Ivory 


laundry 
Flakes 


use; 
(15. 


Joy 
%) 


PIONEER 
Balloons 


Sell 


Cereals 


Your cereal sales soar 
high when high-flying 
PIONEER Qualatex 
“Floating Billboard” 
balloons give them a lift! Free balloons 
change kids’ ‘favorite’ cereals — mothers’ 
buying habits, too. Other customers see 
your sales message 

In one shopping area, city or state, you 
put new push behind any product you sell 
with low-cost PIONEER balloons as 
package inserts, tie-ons or self-liquidators. 
Printed in non-fading crackless pigments. 
Our Ad Service Department gives you 
ideas, samples, imprint 
information. Write to 
The PIONEER Rubber 
Company, 108 Tiffin Road, 
Willard, Obie. 


satcoon YOUR SALES 


WITH PIONEER QUALATEX 
» (QP gittBOARDs 
RoarinG 8 


a 


_ We've . 


pulled the big switch. 
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General Foods Backs on ABC 
General Foods Corp., New York, 
as expected when the company 
moved in as one of Don McNeill’'s 
“Breakfast Club” (ABC) sponsors 
a few months ago, will increase 
its participation in the show from 
three times to five times weekly 
starting Oct. 1. Time for Jell-O— 
9 to 9:15 a.m., EDT—was bought 
through Young & Rubicam. 


Seitter Joins Otto Agency 

Carl Seiffer, until recently with 
Abelard Press, has joined Robert 
Otto & Co., New York internation- 
al agency, as an assistant account 
executive. Before his previous con- 
nection he was managing editor of 
Hudson Valley Newspapers, Mil- 
ton, N. Y. 


pa 


Most Supermarkets Are in the East, 
Curtis Shows; California Leads States 


PHILADELPHIA, Aug. 8—The key 
to supermarket selling today is ad- 
vertising. 

That is the blunt opinion ex- 
pressed in the 5th annual study 
of supermarkets, “Supermarkets 
in the United States,” made by the 
research department of Curtis 
Publishing Co. The study was 
made in conjunction with Super 
Market Merchandising. 

The reason advertising is so vi- 
tal is that the clerk-selling method 
has been replaced by the self-serv- 
ice system and there is very little 


contact between the store and the 
customer. Since a supermarket 
customer must be pre-sold, na- 
tional advertising becomes a vital 
cog in merchandising 

As of March, 1951, there were 
14,455 supermarkets in the coun- 
try, most of them in the east north 
central states. California, followed 
by New York and Pennsylvania, 
has the most supermarkets. 


e The east north central states 
have 3,180 supermarkets, 22% of 
the total. Middle Atlantic states 


follow closely with 3,062 (21.2%) 
of the total. However, middle At- 
lantic states have 24.5% of all food 
stores (123,746) and they do 24.3% 
of all food sales ($7,514,752,000). 

East north central states fol- 
low with 18.2% of all food stores 
(91,589) and 21.5% of food sales 
The south Atlantic states are next 
with 15.1% of all food stores, but 
the Pacific states are third in 
sales, with 11.3% of all food sales. 

According to the Curtis survey, 
there were 5,168 more supermar- 
kets in the country in 1951 than 
in 1947, and 6,982 more than in 
1940. The increase was more than 
100% between 1947 and 1951 in 
eight states and the District of Co- 


...now 50,000 watts! 
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lumbia. Most of these states are 
in the South and Southwest. 

The greatest percentage increase 
in the number of supermarkets 
since 1940 has been in the smaller 
cities, towns and villages with less 
than 10,000 population 

California has 11.4% of all super- 
markets. New York is next with 
10.9% and Pennsylvania third 
with 6.2% 


Hogan Joins Pacific Slope 

Charles H. Hogan has joined 
Pacific Slope Newspapers Inc. as 
manager of its Portland, Ore., of- 
fice. He succeeds Frank Kreutz, 
who has resigned 


Taylor Names Schmidt 


A. Schmidt has been 
appointed director of industrial 
and public relations of Taylor- 
Wharton Iron & Steel Co., Nor- 


| wood, O. 
| Wruck Joins Fairmont Foods 


G. T. Wruck, formerly general 
manager of K. C. Foods Division, 
has been appointed products man- 
ager of Fairmont Foods Co., Oma- 
ha. 


Donald 


STOMERS 


Whether you 
advertise products, 
ro 

or reputations 

look for the trade mar 
of g 

customers . . ¢ 

the authority 

to buy 

combined with the need 
to buys 

Without both 

readers cannot 

become customers, 
Dun’s Review 

reaches over 78,000 
business customers 

. « « Presidents and Top 
Executives 

with final authority 

in companies 

having a continuing need 
for those 

products, ideas, 

and reputations 

you have to sell. 


DUN’S REVIEW 
Published by 


DUN & BRADSTREET, tne. 
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Chrysler Schedules Institutional Drive 


(Picture on Page 60) 

Derroit, Aug. 8—Chrysler Corp. 
this month will launch an inten- 
sive institutional campaign in a 
dozen consumer magazines featur- 
ing news-type photos taken by 
four of the nation’s leading photo- | 
graphers. This series will succeed 
the “Imagination” series which | 
has carried the Chrysler Corp. 
background story since 1944. 

Objective of the new campaign | 
is to give consumers a behind-the- | 
scenes view of Chrysler Corp.'s | 
development of its Plymouth, 
Dodge, DeSoto and Chrysler cars, | 
and Dodge trucks. | 

Charles Kerlee, Gjon Mili, An- 
ton Bruehl and Jerry Cooke were! 
the photographers selected to pre- 
pare the first four b&w spreads. 
In contrast to usual advertising 
procedure, the well known photo- 
graphers were not given layouts 
to guide them. 


@ Instead, they were asked to do 
a photographic reporting job, dem- 


 OAK-HYTEX 


) 


OAK-HYTEX 
TOY BALLOONS 
with Dealer Imprint. 
Your dealers want them for 
SPECIAL PROMOTIONS 
ANNOUNCEMENTS 
ANNIVERSARIES 
* OPENINGS 
POINT OF SALE DISPLAYS 
COMMUNITY EVENTS 
PARADES — FAIRS 
PICNICS — PARTIES 
Many large national adver- 
tisers use Oak’s Dealer Im- 
print Program effectively 
year after year. Let us help 
you plan a result-producing 
campaign. 
Write — Wire — Phone 


Ravenna Ono 


‘Ivy OAK RuBBER Co 


onstrating the various phases of 
Chrysler engineering skill. Among 
the subjects covered were new car 
engines, new shock absorbers, new 
brakes, and engineering develop- 
ments which make parking and 
driving easier. Everything from 
blueprints to test grounds was 
covered. 

The opening ad on new high 
compression Chrysler engines tells 
the complete story on engine de- 


' velopment, 

“How Chrysler Corporation De- 
veloped More Efficient Car En- 
gines.” 


under the headline 


@ The new campaign will appear 
in Farm Journal, Inside Michigan, 
Life, Look, The New Yorker, News- 
week, Pathfinder, The Saturday 
Evening Post, Scientific American, 
Time and U. S. News & World Re- 
port. Single-page versions will run 
in The American Weekly and in 
five business and financial publi- 


cations. 
N. W. Ayer & Son, Philadelphia, 
is the agency. 


Edwards & Deutsch Elects 
Following the announcement of 
the forthcoming retirement of 
Clarence T. Fairbanks, for 18 years 
president of Edwards & Deutsch 
Lithographing Co., Chicago, the 
following executives were elected 
officers of the company: Arthur 
F. Meding, president and treasurer; 
John H. Huss, Ist v.p., and Fred 
H. Hancock, v. p. and secretary. 
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| KMTV Increases Power 50% 


Station KMTV, Omaha, is ad- 
justing its transmitter following 
permission from the Federal Com- 
munications Commission to raise 
its power from 11,700 radiated 
watts to 16,700. 


Cornell Named Rollman V. P. 

Syd Cornell, formerly commer- 
cial production manager of Sta- 
tion WKRC-TV, Cincinnati, has 
been appointed v.p. and director of 
media of Rollman, Cary & Ritten- 
house, Cincinnati agency. 
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Barney's Uses Newspaper Ads 

Barney’s Clothes, New York, 
this fall will supplement its heavy 
radio schedule with 1,000-line 
newspaper ads. This is the cloth- 
ier’s first use of newspapers in 
several years. Emil Mogul Co. is 


mysy? 


run. J. Walter Thompson Co., New 
York, is the agency. The program, 
which was brought in as a sum- 
mer replacement for the regular 
Saturday fare, was partially spon- 
sored by Lehn & Fink for the eight 
weeks just ended. 


Se 


Fla. He will serve in that post dur- 
ing the absence of publisher Ralph 
Nicholson, who recently purchased 
the Observer, Charlotte, N. C. 
(AA, Aug. 6). 


Admiral Backs All-Star TV 


the agency. Admiral Corp., Chicago, will 
sponsor TV coverage of the 18th 
annual All-Star football game, 
which matches college all-stars 
against the champion professional 
team, Aug. 17 at 9:30 p.m., EDT, 
over 35 DuMont stations. Erwin, 
Wasey & Co. is the agency. 


Named ‘Independent’ Manager 

Loyal Phillips, formerly general 
manager of the Southwest Citizen, 
Lake Charles, La., and before that 
ad chief of the New Orleans Item, 
has been named general manager 
of the Independent, St. Petersburg, 


Sponsors Doodles Weaver 
Florida Citrus Commission is 
sponsoring the “Doodles Weaver 
Show” (NBC-TV, Saturdays, 10- 
10:30 p.m., EDT) for a five-week 


Ayer Reports More 
Children in Camps 


PHILADELPHIA, Aug. 8—More 
youngsters are spending the sum- 
mer in private camps this year 
than last year, according to a sur- 
vey released by N. W. Ayer & Son. 

The survey shows an increase 
in private camp enrollments of 
7.8% more than in 1950. This fig- 
ure is the highest since 1945. 


The 1951 survey figures are 


PIPELINE POLICEMAN... 


Whether you're piping liquids, gases, or just plain air—you’ll need a valve to start, stop, 
or control the rate and direction of its flow. 


It may be a simple globe valve like the one at the left . . . or a modern, motor-driven valve 


of chrome-molybdenum steel that can withstand operating pressures of 2500 psi at 
temperatures in excess of 1000°F. . . . but in any case you'll find today’s valves have lots 
tougher working parts than their 25-year-old counterparts. 


AMERICA WORKS LIKE THAT... 


From the nimble minds and skilled hands of designers, pattern makers, metallurgists, 
foundrymen, machinists, and scores of others, have flowed hundreds of valve designs for 
hundreds of applications. And the advance has not been by guess, but by guidance. 
America can work like that because it has an all-seeing, all-hearing and reporting 
Inter-Communications System. 


THE AMERICAN INTER-COM SYSTEM... 


Complete communication is the function, is the unique contribution of the American 
business press . . . a great group of specially edited magazines devoted to the specialized 
work areas of men who want to manage better, design better, manufacture better, 

research better, sell better. 

And it is reassuring, in the light of today’s production requirements and problems, to know 
that: No country in the world has a business press that can compare in size, character, 

or ability to serve, with that of America .. . 


WHY WE HAPPEN TO KNOW... 


The McGraw-Hill business publications are a part of this American Inter-Com System. 
As publishers, we know the consuming insistence of editors on analyzing, interpreting, 
reporting . . . on developing universal acceptance of new ideas . . . on making sure that 
specialized information reaches interested people quickly and regularly. 

As publishers, we know that people pay to subscribe to our business publications for the 
sole purpose of listening in on units of the American Inter-Com System. 

As publishers, we make the advertising pages of our business publications available for 
your communications with the people who make up your markets. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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based on a total attendance of 
10,868 campers in 82 camps in 
various parts of the nation. Boys’ 
camps show an increase of 9.8%, 
girls’ camps increased by 2.7%. 
Co-ed camps increased by 15%. 
The Ayer survey points out that 
more than half of these camps 
| raised their tuition fees over the 
previous year, indicating that the 
public is willing and able to pay 
for desirable products and serv- 
ices. 
Ayer handles the advertising of 
more than 300 private schools and 
camps (AA, Aug. 28, °50). 


Rhea Names Lester Glen 


Lester Glen has been named 
general manager for all sportswear 
divisions of Rhea Mfg. Co., Mil- 
waukee. He continues as secretary 
of Rhea and president of Glen of 
Michigan Inc. 


Tour Agency to Draznin 

J.N. Draznin Associates has been 
appointed advertising and public 
relations agency of American Tour 
& Travel Ltd., Chicago 


OF MORE PEOP 
WITH MORE MONE 
TO SPEND 
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A 9-County Market 
with ee | 
- 


HOME FURNISHINGS — 
SALES of $18,816,000° 
*Sales Management. 1951 | 
Survey of Buying Power 


The JOURNAL & SENTI. 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South's 
No. 1 state 


The JOURNAL & SENTI- 
NEL are the only papers 
south of Washington of- 
fering a Monthly Grocery 
Inventory—an ideal test 
market 


The JOURNAL & SENTI.- 
NEL are the only papers 
completely blanketing an 
important 9-county seg- 
ment of North Carolina 


YOu CAN'T COVER NORTH 
CAROLINA WITHOUT THE 


. 


WINSTON-SALEM Twin CITY 
JOURNAL and SENTINEL © 
MORNING SUNDAY EVENING 
National Reoresentatve RELLY SMITH CO 
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New Moore Book 
Concerns ‘Human 
Side of Selling’ 


New York, Aug. 8—“The Hu- 
man Side of Selling,” a _ lively, 


practical manual dealing individu- 
ally with the range of sales prob- 
lems, has been published by Har- 
per & Bros., New York. It is the 
work of Robert E. Moore, an ex- 
of C. Wendel Muench & 
Chicago agency 

In his new book, Mr. Moore, 
who is also author of “Man Alive,” 
a guide to successful salesmanship, 
blends good sense, humor, meticu- 
lous organization of sales experi- 
ence and enthusiasm into a text 
that already has received acclaim 
from sales and merchandise man- 
agers 

The $3.95 volume is divided into 
four parts: The Material Side and 
the Human Side of Selling; Cus- 
tomers Are Human Beings; Sales- 
men Are Human, Too—What to 
Do About It; and Even the Boss 
Is Human! 


ecutive 


Te 


ae In the first part the author de- 
velops his thesis that the differ- 
ence between the mediocre and 
Star salesman is human _ under- 
stafding—‘that which enables a 
pespon to understand the other 
fellow'’s point of view,” and the 
ability to act dn that understand- 
ing; Then Mr. Moore begins de- 
tailing the various human beings 
involved in the sales process. 

The second section, on the cus- 
tomfer’s humanity, describes ten 
types of customers, classified by 
what they buy—-retail goods, in- 
sufsnce, industrial products, goods 
for wholesale distribution, food 
and service for institutions, etc. 

Also included in that section is 
a chapter entitled, “Why the Buy- 
er Of Advertising Is Never Tough 
When You Sell His Way.” The 
reader will learn that the trick to 
selfing space and time is to talk 
th@ buyer's language. 


@ What Mr. Moore means is that 
“buyers of advertising are never 
tough when you sell them the 
way you yourself would want to 
be gold if you were the customer.” | 

He cites complaints from space 
and time buyers and ad managers 
that center around the notion that 


“RESULTS 
37TO1 
COMPARED 
WITH OTHER 
MAGAZINES" 


says Prot-Daniel! Corp. 
INDUSTRIAL HEATING 
SYSTEMS 

That's not surprising 

becouse The Rotarian magazine 

reaches key executives in 69% 


of all manufacturing concerns 
employing 1000 or more persons. 
Of the 285,000 men who pay for 
and read The Rotarian, 

219,165 are top ranking 
executives in manufacturing, 
wholesaling, transportation, 
retailing, institutional and 

other fields. 

And... only 32% of them are 
reached by the combined 
circulations of the other 

four leading executive publications. 
Let us tell you more. 


*holarian 


WACKER DOR. CHICAGO 1}, tht. 


if the salesman can offer some- 
thing specific to the buyer, some- 
thing about his publication or sta- 
tion that would be of value to the 
buyer’s business, then a sale is 
in prospect. But if the salesman 
can only offer data about rates, 
circulation and_ discounts, and 
spreads the desk with brochures 


and leaflets that are designed to! 


appeal to the advertiser in gener- 
al, the buyer can hardly distin- 
guish him from dozens of other 
advertising salesmen who do ex- 
actly the same thing. 

The humanity in a salesman, if! 
he has the right amount of it, is | 
simply his ability and willingness | 
to analyze and consequently im- 
prove himself, according to Mr.|! 
Moore. For the disheartened, 
author contends that all of us are 
“born salesmen.” But effort must 
accompany the gift we all have. | 

| 
# And even the boss is human in| 
this theory. The salesman’s success 
can make his success. He must ac-| 
complish certain objectives, and 
the trick for the salesman is to un- 


tn SCHULTZ WRITES 
°| PUBLIC SPEAKING BOOK 


Successful Speech.” 


derstand the boss’ problems and 
needs, and to try to fulfill them 
as the salesman would if he 
were boss. Although he might not 
be as sympathetic with his sales- 
man’s problems as the salesman 
himself, the two share one interest 
—making sales. If the salesman 
understands the boss is working 
for him in investing money and 
effort so he can be a sales success, 
Mr. Moore contends, then he can 
adopt the management point of 
view and be more cooperative. 
This, in summary, seems to be the 
author's idea of the essential qual- 
ity of a salesman, no matter whom 
he’s dealing with. 


from Olson 


Canada 


summer 


Falls, Ont. 


the 


HIGHLAND Park, ILL., Aug. 7— 
Whitt Northmore Schultz, AA col- 
umnist, veers away from his home 
ground—the mail order business— 
in his recently published booklet, 
“How You Can Earn More with 


port publication. 


appointed 


The author, senior partner of 


Northmore’s, Highland Park, IIL., 
mail order house, deals with all 
phases of speechmaking from con- 
struction to delivery. 
Printing Co., 
Laurel Ave., Highland Park, the 
42-page book costs $1. 


Burgess Battery Uses Transit 
Exterior street car cards across 
are carrying the theme 
“Longer lasting - Buy Now” in a 
campaign 
portable radio batteries. Stevenson 
& Scott Ltd., Toronto, is the agency 
for Burgess Battery Co., 


Alex Adams Named A. M. 


Alex G. Adams, formerly with} 
Columbia Basin 
been named advertising manager 
of Intermountain 
Lake, City, contractors and trans- 


Dunn Names Western Agency 

Western Advertising has been 
agency 
wards Corp., Los Angeles paint! has appointed Marion Roller Asso- 
and varnish manufacturer. 
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Knapp-Monarch Uses WU 
Tie-In in Fall Promotion 

The fall merchandising cam- 
paign of Knapp-Monarch Co., St. 
Louis appliance manufacturer, will 
be highlighted by a tie-in with 
Western Union offices across the 
country. Consumers can call WU 
operator 25 to learn the name 
of their nearest Knapp dealer. 

The campaign is being backed by 
an advertising and publicity pro- 
gram, through Gardner Advertis- 
ing Co., which includes insertions 
| in House & Garden, House Beauti- 
- |ful and The Saturday Evening 
Niagara | post, and spots three times a week 
| on 52 TV stations across the coun- 
| try. 


Obtainable 
616 


for Burgess 


| Appoints Lockwood Agency 

Lock wood-Shackelford Co., Los 
Angeles, has been appointed agen- 
cy for Eaton’s restaurants. Media 
to be used include newspapers and 
regional magazines. 


News, has 


Industry, Salt 


Marion Roller Appointed 
for Dunn-Ed-| General Lighting Co., New York, 


|ciates to handle its advertising. 


« After Brooklyn comes Queens, L.1..... And 
who cares...aside from the 1,500,000 people 
who live there? Why the people who do business 
with them—which includes you! Read on... 


@ Forty vears ago, Queens was a New York City 
borough, but you couldn't tell by looking. Just farms, 
cemeteries, old towns, boat clubs, estates, cemeteries, 
and bum jokes. Trurly rural, you might say. 

To get there took plenty of time, and the East 
River ferry or bridges. The LIRR toonervilled down 
the island to LI City. (Went underground a year later, 
and turned up in Penn Station, Manhattan!) 


@ Queens population, US Census and not C of C 
stuff: 1910—284,000... 1920 — 469,000. ..1930 (hold 
your hats, men)—1,079,129...1940—1,297,000... 
1950 —see above ...Why do you suppose those folks in 
California are always sounding off? 


@ In Queens, exactly 11.3 miles East of Penn Station 
on the LIRR was, and is, Jamaica. Founded by the 
Dutch in 1650, Jamaica soon joined the British Empire 
but two hundred years later was 100°; American. 

In 1911, when Ben Gertz moved out there from 
Brooklyn Heights, Jamaica was a right smart town of 
30,000... with a Courthouse, hitching posts, old trees, 
big hay and teed dealers across from the station. LIRR 
junction point, and two race tracks in the environs. 

Most Jamaicans thought New York was a nice 
place to visit, but wouldn't live there rent free! 


@ Ben Gertz bought a stationery store on Jamaica 
Ave. for $10,000, and did all right. Five vears later, 
for $41,000 he bought a larger store across the street. 
In 1924, moved again to a three-story building, put 
in phonographs, records and those new raddios. 

In 1928, when Rudy Vallee was the Maine Stein 
Song ®id, Gertz grossed $600,000... This is a success 
story. Want to make something of it? 

In 1930, a furniture chain made a nice bid for 
the Gertz location—but the Gertz brothers figured 
annuities were not their apples! A year later, with 


Move over, Manhattan! 


the Depression spreading like scarlet fever in an 
orphanage, they expanded to a full department store. 
And despite the Depression, they still did all right! 


@ In 1934—or are we boring you?—the new subway 
got out to Jamaica. Made it easy to get out to Queens 
Also easy to get in to Macy's and Saks-Fifth!... But 
more people came to Gertz, and they set up a new 
store in 1936—200,000 square feet. 


@ Pretty soon big apartments blossomed all over the 
borough. and came the World’s Fair. By 1941, Gertz 
blueprinted a new store... which, built in 1946, cost 
$5 million, plus another $1 million for fixtures. 

It has ten acres floor space, smart enough for 
Wilshire Blvd., or younameit. A very slick store, busy 
as overtime ants... with the highest sales per square 
foot of any dep't store in the US—$30 million last year! 
As if Manhattan were Mars, or some place! 


Gertz opens a new branch, if you don’t mind, 
this fall, in Flushing, five miles away. And has another 
site staked in Hempstead, farther out on the Island! 


@ = The present management... Harry, Louis and Sam 
Gertz, managing director Ralph Waltz, and Albert 
Greene, general merchandise manager ... never forget 
that Gertz is strictly suburban, and Long Island made it! 

Gertz has floors of fine furniture and housewares 
for brides. Fashions good enough to step soft goods 
up to $15 million! Sells more hammocks than any 
other store, period. And maybe more garden furniture, 
lawn mowers, and sun suits! 


@ For a big store, Gertz keeps small-town minded. 
Has oodles of local promotions going on all the time, 
direct-mails its charge accounts like a doting aunt. 

A Consumer Advisory Board of forty Long Island 
Women’s Club leaders meets every month, checks on 
goods and service. Gertz runs clubs for kids of all 
ages, sends them monthly publications, birthday cards, 
and invites to meet Joe Di Maggio, and Frank Sinatra. 


@ Gertz hasa “Muguet de bois” festival every Spring. 
Harold Merahn, sales promotion VP, gues to Paris, 
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Convention. 
onventions 

Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo. 

Sept. 17-18 Pennsylvania Newspaper 
Publishers’ Assn. annual classified clinic, 
Roosevelt Hotel, Pittsburgh. 

Sept. 17-21. Premium Advertising Assn. 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago. 

Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel, Hot 
Springs, Ark 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York. 


Sept. 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 11. National Assn 
Publishers, fall meeting, 
Country Club, Rye, N. Y. 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 


of Magazine 
Westchester 


Hotel, Milwaukee. 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 

Oct. 15-16. 
67th annual 
Chicago 


Inland Daily Press Assn., 
meeting, Congress Hotel, 


17-19. Direct Mail Advertising 
, Mth annual conference, Schroeder 
. Milwaukee. 

22-23. Agricultural Publishers 
, annual meeting, Chicago. 


Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 


Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago. 

Oct. 25-27. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba. 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va. 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 


cago 
Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 


Edgewater Beach Hotel, Chicago. 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton. 

Jan. 25-26, 
Advertising Managers, St. 


1952. Assn. of 
Louis. 


Railroad 


June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New 
York. 

June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual conference, 
Palmer House, Chicago. 


Kopp. Moore Form Art Studio 
Frederick Kopp, head of Adver- 
tising Art Studio, and Dewey 
Moore of Los Angeles Artists Co. 
have merged their two companies. 
The new organization, Frederick 
Kopp Advertising Art Studio, will 
occupy enlarged offices at 301 S. 
Harvard Blvd., Los Angeles. 


Dean Sims Named PR Chief 

Dean Sims, formerly publica- 
tions editor and public relations 
assistant of Kansas City Power & 
Light Co., has been named man- 
ager of public relations of the Na- 
tional Assn. of Foremen, Dayton, 
O. Mr. Sims will also edit NAF’s 
magazine, “Manage.” 


Byers Appoints Farnan A. M. 
Frank Farnan has been ap- 
pointed advertising manager of 

A. M. Byers Co., Pittsburgh 


| wrought iron manufacturer. 
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‘N.Y. Times’ Takes Alarm at Possibility 
Outdoor Signs May Go Up Along Thruway 


New York, Aug. 7—The usual- 
ly staid New York Times dropped 
its calm pontifical air Friday to 
shout some plainly worded lan- 
guage at the outdoor advertising 
industry 

An editorial titled “No Thru- 
way Billboards” declared that 
motorists who one day will use 
the 500-mile Thruway from New 
York to Buffalo and the Pennsyl- 
vania state line “don’t want to see 
the highway made into an adver- 
tising alley, in which scenery is 
destroyed, hidden or marred, and 
the trip made hazardous by dis- 
tractions to the eye. They do not 
want to be a captive audience 
for the billboard advertisers.” 

The editorial blast included a 
charge of “powerful lobbyist in- 
fluence” wielded by outdoor ad- 
vertisers to defeat legislation which 
would have forbidden erection of 
“billboards within 500° of the 


sends the charge customers French postcards (scented 
but clean!). ‘A roving troubadour sings chansons in 
the store yet! Early shoppers get muguets (lilies of the 
valley to you) flown from France! It’s gay and goofy, 
but sells gobs of Coty for Mother's Day. 


@ Across the street, through the LIRR viaduct, is the 
Gertz parking lot, free to customers or 15c for three 
hours, with booths selling begonias, barbecue grills, 
bug killer. Modom can cold-storage her mink without 
leaving her Chev. The adjoining Outlet Store carries 
slow moving stuff from the big store—scaled down to 
make hard-dollar housewives smile. Whotta operation! 


@ Why do WE plug Gertz? Please—it’s our customer, 
but big. Started to use The News in 1933, ran 9,148 

. In 1950, used 472,614 lines, or 472.6 News 
pages! And will spend $250,000 this year —in 
Brooklyn and Queens Sections only! (Big advertiser 
in the Long Island Press and Star-Journal, too. ) 

One page in the Queens Section sells $10,000 
worth of beds and sofas, or $15,000 in TV sets...or 
moves 10,000 ten-pound cans of insecticide, special 
at $2.99! Sells Gertz customers not only in Queens 
and Brooklyn, but in Nassau County— and 
Manhattan! Just sells and sells and sells—everything. 


lines . . 


@ There isn’t any mystery about it. As New York 


City and Queens grew, The News was the only 


New York newspaper that kept pace! It’s the only 
New York newspaper that reaches a majority of the 
homes in Brooklyn and Queens, which have more 


than half the total city population. 

And any national advertiser can uSe The News as 
Gertz does —doesn't have to buy the whole package of 
2,000,000 plus metropolitan circulation. YOU TOO 
can buy advertising in the New York market to fit 
your budget—in the Brooklyn, Kings, Queens, 


Manhattan, or Newark sections. Or split-run, with 
half the city and suburban circulation! 
No other medium meets more of your customers 
and prospects in one place—in drug, grocery, variety, 
department, or dill pickle stores. And at such low cost! 


@ Come to New York, where business is better for 
everybody... all the time! And where The News makes 
it better all the time! 


THE t@ NEWS, New York's Picture Newspaper 
220 East 42nd St., New York... Tribune Tower, Chicago 
155 Montgomery St., San Francisco... 1127 Wilshire Blvd., Los Angeles 


Thruway.” 

The Times said it “believed some 
solid and dependable assurances 
should be given to the voters, be- 
fore they go to the polls in Novem- 
ber [to vote on a proposed con- 
stitutional amendment that would 
pledge state credit to a limit of 
$500,000,000 for completion of the 
Thruway], that this entire Thru- 


way will be free of advertising 
billboards and signs.” 
e Neither Outdoor Advertising 


Inc. nor General Outdoor Adver- 
tising Co. here would comment on 
the Times editorial, but John 
Stahlbrodt, v.p. of the Rochester 
Poster Advertising Co. and secre- 
tary of the New York State Out- 
door Advertising Assn., was said 
to have pointed out that a volun- 
tary agreement entered into some 
years ago by the state association 
and the department of public 
works had been followed to the 
letter. Mr. Stahlbrodt said the 
agreement had worked very suc- 
cessfully and there was no rea- 
son for the Times to be alarmed 
now 

Some industry executives in 
New York said the policy of the 
Outdoor Advertising Assn. of 
America was not to erect posters 
in such positions as to affect the 
aesthetic or historic values of a 
locale. They added, however, that 
the Thruway passes through a 
number of cities where other bugi- 
nesses operate and they felt offt- 
door companies had the right to 
participate in commercial ventuffes 
in such locations. 


Readinger Corp. Moves : 

Readinger Corp., Philadelphia 
agency, has moved into larger @- 
fices in the City Line Center Bidg., 
76th St. and Haverford Ave. 


GET INTO THE 


FIRST DIVISION 


. . . by investing your dollars 
in the Davenport Newspapers 
to capture the rich Quad-City 
market (Davenport, lowa, Rock 
Island, Moline and East Moline, 
Illinois). 1951 Sales Management 
Survey of Buying Power figures 
reveal total effective buying in- 
come of $402,783,000, with 
Davenport having an average et- 
fective buying income per family 
f $5,947! 


PUNCTUATE YOUR SALES 


IN THIS 


RICH QUAD -CITY MARKET 
BY USING THE 


DAVENPORT NEWSPAPERS 


The Only Newspopers with 
Home-Delivered Circulation on 

both the lowa aud lilinois 
sides of the important 
Qued-City market, 


THE DEMOCRAT & LEADER 


nationally 
Jann & Kelley, Inc. 
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California Ad Push 
for Glenmore Brand 
Set by Distillery 


LouIsvILLe, Aug. 8—Glenmore 
Distilleries on Sept. 1 will launch 
an intensive three-month cam- 


’ - FAMILY SHOPPER paign in California for its Glen- 


& ’ s more brand whisky. 


a 7 Full-page and 1,000-line r.o.p 
_ A New Service to color ads are scheduled in major 
newspapers in California markets 

Mail Order Advertisers, 
Beginning September 


o> Se ee ge 
ae” 
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The Unusual Pulling Power of The 
Elks Magazine Now Prompts 


When Glen W. Cruson, secretary-manager of the Oregon Print- 
ing Industry-Master Printers of Oregon, sent out notices of the 
annual golf tournament, he included everybody connected with 
the printing industry—except the customers. . .Frederick E. Baker, 
head of Frederick E. Baker & Associates, Seattle agency, has been 
elected a v. p. of the local chamber of commerce 

Barry Bingham, editor of the Louisville Courier-Journal, was 
given the VFW’s national gold medal award at the Kentucky VFW's 


Outdoor posters using the same annual encampment in Louisville. The award was presented in 


copy theme—“What Kentucky 
Straight Bourbon Is the Best Buy 
in California Today?. ..Glenmore, 
By All Odds!”—will tie in with 
the newspaper ads. Trade publica- 
tions, including Beverage Industry | 
News and Patterson's Beverage | 
Gazetteer, also will run color ads | 

Running across the bottom of| 


recognition of “outstanding service as head of the Economic Co- 
operation Administration in France.”. . 


More than 1,000,000 Elk families are known to experienced mail order 
advertisers as ready buyers of items for men, women and children. 


Year after year The Elks Magazine produces. 


. P ‘ P . ‘ each ad, in large-size type, will! 

Now mail order advertisers in The Elks Magazine will have a featured je the statement: “Made by the, 

ee shopping guide, with merchandise photos and description of selected distillers of famous Kentucky | 
a newsworthy products. At no advance over its regular card rate of $5.00 Tavern” 
. A portfolio including all news- | 

pe line. paper ads, outdoor posters, poin‘ 


of sale pieces, schedules, etc., will! 


October issue closes September Ist. For full details, write to nm Genii eaniitahiin tm ath unkedinnl 


Sy ’ A series of jobbers’ meetings will 
Elks Family Shopper ‘ be held up and down the coast to 
“ 104 East 40th Street kick off the campaign. o 
Z 4 D'Arcy Advertising Co., St 
; New York 16, N.Y. * Louis, handles the account. 
: 
e: THE Backs Football on Radio 
i Standard Oil Co. (Indiana), 
| ae : Chicago, has signed as the radio} yey LOOK DIFFERENT—At left, George E. Mosley, v. p. in charge of advertising 
oi 4 sponsor of all regular season foot-| for Seagram-Distillers Corp., meets George E. Mosley, marionette who handled the 
i ball games of the Universities of advertising presentation at the onnual meeting of Seagram distributors; at right, 
/ ‘ Colorado, Iowa, Michigan, Minne- Grahom Patterson, publisher of Farm Journal and Pathfinder, and Advertising Federa- 
{ e sota, Nebraska, Wichita and Wis- ion of America chairman, dons formal day clothes for o London stroll and call with 
- ae 7 consin this season. The company tive, Pattern 
“a Sea rN G A Z 1 Pee € has also contracted to broadcast | 
ee . A “ the University of Notre Dame- | ; ; ” ; gi 
Re _ New York + Chicago - Los Angeles + Detroit > Seattle = University of Detroit game, Oct. Bonnie Dewes, a member of the market research staff at D'Arcy 
- 5, over Station WJR, Detroit. Mc-| Advertising Co., St. Louis, has just announced her engagement to 
‘oe i Cann-Erickson is the agency. J. Richard Critchfield. They'll be wed in late autumn...Harvey A. 
vo ere aera Beffa, v. p. and general manager of Falstaff Brewing Corp. in St 
: Louis, was elected to Deputy Imperial Potentate of the Ancient 
4 | - Arabic Order, Nobles of the Mystic Shrine during that organiza- 
a : tion’s convention in New York. The election puts him in line to 
F WHY ADME ae GE T ULCE RS head the organization as Imperial Potentate a year from now... 
ae salleaiing If there are any ads printed upside down in this issue, blame it on 


the fact that George F. Schmidt, AA's advertising production megr.., 
is celebrating the birth of his first son and second child. The happy 
event took place July 28 


JAX WIDGITS TOLD THE AGENCY TO STAY | | RUT WHO ADDS THE “EXTRAS 
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||“ WITHIN THE BUDGET —~OR ELSE / 


TO LOUSE UP THE ACT P/ 


SAY, LEADHEAD, — I JUST SIGNED AN ORDER 
FOR A TWO PAGE SPREAD IN THAT SPECIAL ISSUE 
OF THE EPSOM SALTS COURIER. BETTER SEND 
"EM YER INSERTION ORDER.—WHILE YER AT IT 
SEND AN ORDER TO THE TV STATION.—TELL EM | || 
WE'LL SPONSOR THAT NEW SHOW.—OH, YEAH, IM | | | 
BUVING A BUNCH OF WATER PISTOLS FOR 
THAT SPECIAL PROMOTION.————AN’ BEFORE I 
FORGET IT —~I GOT A GUY 
HERE NOW WHO HAS LOTS OF GO00D 
RADIO SPOTS. —— 1 THINK WE 
OUGHTA TAKE EM ALL.~ETC- 


ft tifa 
by Af OKAY, LEADHEAD, —~ THAT LL BE THE GY y, 
BUDGET FOR THIS YEAR, YA GOT Meu 

A EVERYTHING IN IT. #!!66% I'M SICK 

AND TIRED OF SPENDING MORE 

THAN THE BUDGET ALLOWS EVERY 
YEAR . = JUST REMEMBER 
NO EXTRAS !! 


For the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR . . . 


Leading total net paid circulation * Greatest total subscriptions to farm 
equipment dealers and jobbers * Top voluntary subscription rate * Con- 
sistent leader in advertising volume. 


IMPLEMENT 


& TRACTOR 


KANSAS CITY 6, MO. 


yusuf TH Seenay ov 4 VAT heferecentefe os 
© 


COOL SURPRISE—Jerome B. Gray, senior partner of Gray & Rogers, Philadelphia, 
opened this surprise package on his birthday. Knowing Mr. Gray’s hobby of 
U C * 2 . 


employes of the agency sprang this variation, to 
everyone's enjoyment 


v 7 eo 


American Broadcasting Co. prexy Robert E. Kintner heads up the 
radio committee for the 1951 New York City cerebral palsy cam- 
paign .. . Bill Treadwell of the Tea Council is waiting for his fourth 
book, “Fifty Years of American Comedy,” to come off the presses, 
Sept. 10. Bill spent more than ten vears doing special research for 
the volume. His first book, “Give it to Me Easy.” hit the best seller 
lists in 1944 

H. Victor Grohmann, president of Needham & Grohmann. is cele- 
brating his 12th consecutive year as instructor in the course in ad- 
vertising and business promotion at the hotel administration school 
of Cornell University Campbell-Ewald account executive Don- 
ald R. Benkhart now has a second child, Bruce Sterling Stanley 
Warren, of Benton & Bowles’ publicity department, has a dual job 
this summer. He spends each weekend at Andover, N J., where he 
is co-manager of the Grist Mill Summer Plavhouse 

Paul W. Morency, v. p., of Travelers Broadcasting Service Corp. 
and general manager of Station WTIC, Hartford, has accepted an ap- 
pointment by Connecticut's Governor John Lodge to the State Civil 
Defense Advisory Council. He’s also a member of the Civil Defense 
Communications advisory committee. .. 
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SUN-TIMES OUTGAINS ALL! 


Percentage of gain, first six months of 
1951 over the first six months of 1950, in 
daily total advertising: 


ida dane db bea wawamkinee eee kee + 5.4% 
EE Nekdh Gas dn knew eee tw yd see ae +3.9% 
nn an ere ae . +3.8% 
SID sak sw. ween wars —2.2% 


CONCENTRATION 


Cook County leads the nation in retail sales, according to 
the latest U. S. Census of Business. And Cook County pro- 
duces over 5 times the dollar sales of all other counties in 
the Chicago Metropolitan area combined! 

Since most of your prospects and most of your produc- 
tive dealers are in Cook County, it makes sense to concen- 
trate your newspaper coverage in Cook County. 

Of every edvertising dollar you spend in The Chicago 
Sun-Times for 6-county metropolitan zone circulation, over 
94 cents buys circulation in Cook County... a greater propor- 
tion than your dollar buys in any other Chicago daily news- 
paper. To Move the Goods in Chicago, advertise in The 
Chicago Sun-Times! Total average net paid daily circulation, 
607,847. (ABC Publisher's Statement, March 31, 1951.) 


ines tte 


ry CHICAGO 


CONCENTRATED WHERE MOST 
OF THE BUYING IS DONE! 


What's behind The SUN-TIMES growth 
to No. 2 newspaper in Chicago? 


qs 


SUN-TIMES 


211 W. Wacker Dr. 250 Park Avenue 
ANdover 3-4800 Plaza 3-1103 
Chicago 6 New York 17 
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Court Rules California Fair Trade Act 
May Not Protect Intrastate Shipments 


Los ANGeLes, Aug. 8—The Cal- 
ifornia Fair Trade Act cannot be 
within the state to enforce 
a fair trade price when the prod- 
uct concerned is sold through both 
intrastate and interstate commerce, 
it was held by Superior Court 
Judge Frank G. Swain here in a 


used 


Save with $1.00 art 


$1 buys the prestige of top 
agency art for your ad under 
our repro plan. Select from 4000 
subjects, pay only $1 for those you 
use Recognized agencies, Natl. Ad Mgrs 

write for free brochure & “use agreement 
| } STIVERS STUDIO 


67 MAIN ST + SAN FRANCISCO 5. CALIF 


a = ae 


“The success or failure of plain- 
tiff's sales in California unques- 
tionably affects their ability to 
continue to sell the products in 
| Other states and therefore affects 
interstate commerce. 

“This means that the entire sell- 
ing end of the Cal-Dak Co. busi- 
ness is under the control of Con- 
gress, and attempts to regulate the 
selling price by nonsigners are 
violative of the Sherman Act.” 


decision last week. 

The decision was rendered in the 
denial of a preliminary injunction | 
sought against Sav-On Drugs Inc., 
Los Angeles, by Cal-Dak Co., Col- 
ton, Cal., manufacturer of clothes 
baskets. The drug chain, which has 
not signed a fair trade agreement 
with Cal-Dak, has been selling the | 
baskets at less than the fair trade) Lewin, Williams Names Two 
price. | Edward K. Bailey, formerly with 

The decision, which represents} Benton & Bowles and Ted Bates 
the first test of the California Fair | & Co., has been named senior copy- 
Trade Act with respect to intra- | og — a ° 

‘ OER OEE a or, New ork. orothy avis 
state transactions since the Su-/ crith formerly with the May Co. 
preme Court decision of May 21,| Denver, has joined the agency’s 
declared in part: | copy department , 


et — 


13, 


1951 
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ARF Reports on ‘Woman's Appeal’ Farm Ads 


New York, Aug. 8—Space can 
be used for woman's appeal ad- 
vertisements in farm publications 
with the prospect of getting ratings 
that are approximately propor- 
tionate to space costs. 

That is one of the findings in a 
bulletin summarizing results from 
analyses of 215 “woman's appeal” 
advertisements which appeared in 
the first 13 farm publications ex- 
amined in the Continuing Study of 
Farm Publications issued this week 
by Advertising Research Founda- 
tion 

The “woman's appeal” advertis- 
ing bulletin is the fourth in a ser- 
ies published by ARF. The 215 ads 
on which the bulletin is based in- 
clude 70 for food and food prod- 


22.3 


Again in 1950 Greater Miami set the pace for the entire 
nation. Figures just released by Roy Wenzlick & Co., na- 
tionally famous real-estate analysts, show Greater Miami, 
the country’s fastest-growing metropolitan areas was also 
first in the nation in residential buiiding during 1950. 

Yes, in every direction Greater Miami is growing 
greater than ever. And that goes, too, for The Miami 
Herald, the newspaper that delivers better than 98% of 
the families in its primary market; the one advertising 
medium you need to reach the bulk of Greater Miami's 
buying power, plus an important bonus audience in 
every major market of Florida. 


* 1930-1950 U.S. Census. 


MIAMI -- An International Market 


ANGELES 


HOUSTON 


17.6 


DETROIT 


11.4 


SAN 
FRANCISCO 


9.9 


ST. LOUIS 


The Mliam 


Rye ed 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, Notional Reps. 


A. S. GRANT, Atlanta 


Affiliated Stations - WQAM, WQAM-FM 


ucts; 21 for cleaners, polishes and 
soaps; 31 for drugs, remedies and 
toilet goods; 12 for clothing, wear- 
ing apparel and shoes; 12 for 
household furnishings; 44 for 
household equipment and supplies; 
12 for building materials, equip- 
ment and fixtures; and 13 in other 
categories—selected on the basis 
of their “woman's appeal” both as 
to product advertised and the de- 
sign and format of the ad. 


@ The lead article, which points 
out that large space can be used 
for “woman's appeal” advertising 
in farm publications with the pros- 
pect of getting ratings approxi- 
mately proportionate to space 
costs, presents the results of two 
analyses. 

One shows, by size of categories, 
the percentage of women seeing 
the average ad. It is based on the 
per cent ratings and also index 
figures for 130 b&w “woman's ap- 
peal” ads which appeared in 11 
so-called standard-size publica- 
tions, i.e., four-column papers in 
which page linages ranged be- 
tween 700 and 784. 

The other analysis is based on 
214 “woman’s appeal” ads regard- 
less of page size or color, with the 
exception of one spread. 


ge Other articles in the bulletin 
deal with the effectiveness of var- 
ious types of illustrations, the at- 
tention gained by recipe copy in 
food ads, the performance of var- 
ious kinds of headlines, and the 
effectiveness of farm publications 
in reaching women on farms. 

The next bulletin in the series, 
No. 5, will be based on an analy- 
sis of 129 advertisements for build- 
ing materials, equipment and fix- 
tures which have appeared in all 
14 farm publication studies com- 
pleted to date 

ARF conducts the Continuing 
Study of Farm Publications in 
cooperation with the Agricultural 
Publishers Assn. ARF is sponsored 
jointly by American Assn. of Ad- 


vertising Agencies and Assn. of 
National Advertisers 
Gebhardt Appoints Glenn 


Gebhardt Chili Powder Co., San 
Antonio, has appointed Glenn Ad- 


vertising, Dallas, to handle its 
“Helen Harvey” newspaper and 
magazine advertising. The Helen 


Harvey series is an editorial-type 
column featuring recipe ideas for 
Mexican-style foods 


York Director 


John R. Hertzler has been elected to 
the beard of directors of the York 
Corporation, York, Pa.. manufacturers 
of air conditioning and refrigerating 
equipment. Mr. Hertzler and 302.833 
other men of action throughout Amer- 
ican business read The Wall Street 
Journal daily. ( ADVERTISEMENT ) 
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First With Advertisers 
Who Count Results 


@ Ever notice the number of classified advertisements 
in FARM JOURNAL? 


Classified advertisers aren't interested in opinion polls, 
the number of square inches of pictures, the quantity of 
ink per page or the age of the pressmen who printed the 
magazine. Classified advertisers are interested in just one 
thing—the dollars returned per dollar invested. 


Classified advertisers pay more per word, per line and 
per thousand circulation to be in FARM JOURNAL. Yet, 
among farm magazines, FARM JOURNAL is first in lines, 
first in pages and first in dollars of classified advertising. 
There can be only one explanation. Results! 


If you’re looking for results (and who isn’t), you owe 
it to yourself to prove to yourself that FARM JOURNAL 
does what no other magazine can do when it comes to 
selling Rural America! 


RM JOURNAL DOES 
NO 


WHAT 
OTHER MAGAZINE CAN DO 


FARM JOURNAL 


alone gives 


READERS - ADVERTISERS 


1. 
x 


~ 


¢ RETAILERS 


The only farm magazine printed 
on news magazine presses 


Only Farm Journal contains The 
Farmer's Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 
Most merchandisable magazine 
in Rural America 

First choice of the people 

of Rural America 

Preferred by County Agents and 
Home Demonstration Agents 
Largest on-the-farm circulation 
of any farm publication 

The magazine farm families 
depend upon 

Largest selling magazine among 
the millions of families who live 
beyond TV 

The only national farm magazine 
reader-checked every issue by Starch 
Advertisement Readership Service 
Lowest cost per delivered reader 
of any farm magazine 

First with advertisers who count 
results 


Covers more subjects of interest 
to everyone on the farm 


Greatest circulation of any 
magazine in Rural America 
Covers more of the best farms 


Greatest coverage where most of 
your best retailers operate 
Largest on-location, in-the-field, 
full time editorial staff 


NO WONDER FARM JOURNAL 

1S THE LARGEST SELLING 

| MAGAZINE OF ALL WHERE 

A VERY IMPORTANT HALF OF THE 
CONSUMERS OF AMERICA LIVE! 


| 
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Snow Crop Selling 
Is Decentralized 


New York, Aug. 9-——A decentral- 
ized sales plan was put into ef- 
fect today by the Snow Crop Mar- 


keters division of Clinton Foods. 
The company also named three 
resident sales managers for the 


eastern, southern and central parts 
of the country 
N. B. Barclay, Snow Crop presi- 


~ 
cause advertisers to be 
cautious, and resort to 


smaller ads 


Our experience with «mall 
ads may be of help to them 
a request on your letter 
ead for ‘‘New Markets 
will prove this —at no cost 
Write JAY P. WALK, 
11 €. Hubbard, Chicago 11 


«shortages 


dent, said the division’s sales man- 
agers will now have complete free- 
dom over all phases of sales in 
their territories. 

“Instead of funneling day-by- 
day problems to headquarters, 
these experienced sales chiefs will 
largely make their own decisions, 
thus achieving utmost flexibility 
for each sales area.” 

Area sales directors named to- 
day are Rae W. Dehncke, formerly 
branch sales manager for the New 
York area, to be eastern sales man- 
ager; Joseph E. Perry, formerly 
southeastern division sales man- 
ager, to be southern sales manager; 
William E. Carey, previously west- 
ern division sales manager, to be 
central Ssuies manager. 


Snyder Joins Forjoe 

William L. Snyder, previously 
of the Chicago Tribune, has been 
added to the Chicago staff of For- 
joe & Co., radio representative. 


IF IT WON'T BURN 


and con | blow up. be stolen. couse « le weurt, 

bite anyone or get lest, 

don | bother to meure it 

BUT IF ITCAN 

(does or will) 

Be sure to 
Ineure & Besure 


wth Moore & Alvord 


INSURANCE CRITERIA—Moore & Alvord, 

Winsted, Conn., insurance company, ran 

this unique ad in the Winsted Evening 

Citizen using a negative approach to 
insurance coverage. 


‘Gleaner’ Appoints Vatcher 

T. G. Vatcher & Son, Toronto, 
has been appointed national ad- 
vertising representative for the 
Gleaner, Fredericton, N. B 


Advertest Shows 
Most Negroes OK 


Blatz ‘Amos’ Show 


(Continued from Page 1) 
when asked if there was anything 
they “particularly liked about the 
Amos ‘n’ Andy television pro- 
gram.” 

(The total sample was 365 per- 
sons, but 121 had not seen the 
show.) 

When asked to indicate why 
they liked the program, the re- 
spondents commented: “Very hu- 
morous, comical, funny” (27.5% ); 
“very good program, wonderful” 
(13.5%); “good program, enter- 
taining” (11.1%); “good cast”’— 
here various actors were singled 
out for mention (9.8% ); enjoy pro- 
gram generally, with no particu- 
lar reason given (8.6%); approve 


AL CATUPATION 


\ V 


UF 


LOS ANGELES LEADS AMERICA WITH 


That's right — better than every other home 
in Los Angeles has TV. No other area 
approaches such television saturation! 

Over 800,000 of the 1% million families 
in this great booming market now own TV 
... well over 1,000,000 sets! And to reach a 
handsome portion of this eager, responsive 
audience, your best bet is KNBH—the NBC 
outlet in Los Angeles. 

Remember: Los Angeles is now over a 


billion dollars 


retail trade. It's America’s Third Largest 


Market—with business activity already up 


24% over last year! 


ahead of Philadelphia in 


gladly arrange a showing of this film. 


TO SELL THE BUYING MILLIONS IN 
AMERICA’S 2ND LARGEST TV MARKET 


DIVIM IST 
MORE THAN 60% TELEVISION HOMES! 


Choice time is available on KNBH to 
help you sell this rich market. For complete 
information, write KNBH, Hollywood, or 
call your nearest NBC Spot Sales Office. 


Here’s the easiest way to get the picture 
of America’s fastest growing market — 
Southern California: See NBC’s new film 


THE GOLD RUSH IS STILL ON 


Available from your nearest NBC Spot 
Sales Office. Our sales representative will 


Advertising Age, August 13, 1951 
of the all-colored cast (5.3% ). 


|@ Only 18.8% of the sample made 
unfavorable comments about the 
show, which has long been one of 
| radio’s most popular, and has rated 
| high on TV since its debut a couple 
lof months ago. Among the com- 
|ments: “Degrades and makes fun 
of Negro” (8.6%); “portrayal of 
| characters poor” (4.5%); disliked 
program and plot (3.3%). 

| More than 80% thought the tele- 
least was a “good thing” for peo- 
ple to see; 18.2% considered it a 
|“bad thing” and 1.2% had no 
opinion. 

To get a more direct reaction to 
the NAACP’s stand in the con- 
troversy, Advertest interviewers— 
two were white and five were 
colored—asked interviewees_ if 
they agreed or disagreed with the 
statement: “The Amos ‘n’ Andy 
television program is harmful since 
it tends to strengthen the conclu- 
sion among uninformed or preju- 
diced people that Negroes are in- 
ferior, lazy, dumb and dishonest.” 
(This quote was taken from the 
NAACP'’s complaint to Blatz.) 


e Disagreement was voiced by 
75%, 33.2% of whom suggested 


the telecast was merely entertain- 
ment and should be accepted as 
such. Some people said the “ig- 
norant” will be prejudiced regard- 
less of the program, Twenty-three 
per cent agreed with the NAACP 
statement. 

The continuance of the program 
on TV was overwhelmingly en- 
dorsed by the sample, with 86.5% 
voting for and 12.7% (a smaller 
percentage than the unfavorable 
comments total) voting against 

Meanwhile, the  behind-the- 
scenes fight to keep “Amos ‘n’ 
Andy” on video is being directed 
by the newly organized coordinat- 
ing council for Negro performers, 
with Lester A. Walton, formerly 
U. S. Minister to Liberia, as chair- 
man. @ 

While not giving the program, 
as it has been televised to date, 
a “blanket endorsement,” the coun- 
cil feels it will be “calamitous” if 
the first big all-Negro show on 
TV is forced off the air 


e Such action would not only put 
Negroes “who are now employed 
in a $40,000-a-week production 
out of work,” but will kill in the 
borning-stage other Negro shows 
now being planned by producers, 
Mr. Walton believes 

He added that the controversy 
has caused great “consternation” 
among colored performers who 
have been looking forward to the 
day when they would get in tele- 
vision “in a big way.” 

The council believes that “con- 
structive action” can be taken to 
improve the program by eliminat- 
ing such “unlife-like” touches as 
the bad grammar used by Andy's 
lawyer friend.-The group has been 
consulting with CBS-TV, owner- 
producer of the program, which is 
filmed in Hollywood, with this in 
mind. 


WNAC-TV Names H-R 

Station WNAC-TV, Boston, has 
appointed H-R Representatives as 
its national representative, replac- 
ing Edward Petry & Co. 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 
679 N. WELLS ST., CHICAGO $O, Lk. 
WHitehall 4-3450-1-2. 
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BLIND COLOR AD—This four-color page 
for Eastern Machine Products Co.'s Rolla- 
Head venetian blinds will appear in foll 
issues of American Home, Better Homes 
& Gardens, House Beautiful, House & 
Garden, Ladies’ Home Journal and Living 
for Young Homemakers. Local ads and 
dealer helps support the drive. The Balti- 
more company’s agency is VanSant, Dug- 
dale & Co. 


Chapstick’s SoFair 
Being Introduced 
After Long Test 


LyNcHeuRG, Va., Aug. 8—Chap- 
stick Co. will launch a national in- 
troductory campaign for its So- 
Fair, liquid shaving cream for 
women, with page ads in the Sep- 
tember issues of Harper's Bazaar, 
Modern Romances, True Confes- 
sions and True Romance. 

Copy proclaims “Here, at last, is 
an exclusive hair-softening for- 
mula to give your legs and under- 
arms the closest, cleanest, quickest 
shave you've ever had. . .with more 
comfort than you've ever dared 
hope for. Now, the razor glides 
just right, whisking away every 
hair with no razor pull, no smart- 
ing.” When shaving is completed 
the product is rubbed into the 
skin. 


@ SoFair has been in various 
stages of testing for the past two 
years. Final tests were completed 
early this year in Lynchburg and 
Baltimore. Last month, the Los 
Angeles area was opened and a 
full-page ad ran in the Pacific 
Coast edition of The American 
Weekly. Last week selected major 
markets were entered with a full 
page in This Week Magazine. 

Ads make a one-time offer of 
SoFair for 25¢. A coupon for mail 
orders is included because com- 
plete distribution has not yet been 
effected. The company’s principal 
product, Chapstick, has been on 
the market for 12 years. Chap- 
Ans, introduced several years ago, 
has a limited distribution. 


Merges With Rich Agency 


Marder & Trachman Advertising 
Agency has merged with Rich Ad- 
vertising Agency, Philadelphia. 
The new agency will use the Rich 
name. 


PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— 
AND STILL GROWING! 


Negro income up, employment up, pur- | 


Gasper up — and they're stil! 
rising! e Negro market is big business 
— and getting bigger every day! 15 mil- 
lion American Negroes must eat, drink, 
clothe themselves; spend $15 billion on 
things you sell. Sell the Negro market — 
the way -_ i to be sold — through 
their own ce publications, the news- 
papers and vo they welcome into 
their homes and hearts. Negroes are loyal 
to their own publications — they buy the 
things they see advertised there; they'll 
buy your ng A when they see it ad- 
vertised there on't let your share 
of this huge gis t biflion slip away! Ad- 
vung < ort pays off big in the Negro 
or full details —, Datocenage 
nited Newspa 5 Fifth Bw. Y., 
serving America’s ye te ~r for 
over a decade 


ONE EXAMPLE: R. 3 _ > oubenetien that 


the cream 
best the New YA od by 1S 1, 
in 42 states each week. Color comics, magazine 
—. 3 — news section 1° make it a 
ca's 
Negro—you'll sell the Negro! ‘Act now! 


Brown Named Sales V. P. 
of Bing Crosby Enterprises 
Charles B. Brown, whe joined 
Bing Crosby Enterprises, Los An- 
geles, in September as director of 
television sales, 
has been pro- 
moted to v.p. in 
charge of sales. 
Prior to his 
connection with 
Crosby. Mr. 
Brown was di- 
rector of adver- 
tising of RCA 
Victor and before 
that of National 
Broadcasting Co. 
Also promoted at 
Crosby is Basil 
secretary-treasurer, to ex- 
ecutive v.p. 


Charles 


ews i 
“ae | Crillo, 


Brown 


Weber & Co. Signs TV Show 
A. C. Weber & Co., Los Angeles, 
has signed to sponsor “The Bill 
Gwinn Show,” over Station KECA- 
TV, Los Angeles, to promote Pfaff 
sewing machines. The show will 
be telecast Sundays from 7 to 7:30 
p.m. Al Carmona Advertising, 
Hollywood, is Weber's agency. 
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NOW READY! 


ANOTHER NEW MARKET STUDY OF 


The Fabuhus Southwe 


1951 Grocery Product Distribution Survey 


E] Paso Herald-Post 


A SCRIPPS HOWARD NEWSPAPER 
EVENING 


Giving percentage of distribution of more than 1000 nationally 


advertised grocery items in 64 food classifications. 
formation for Sales and Advertising Executives in the grocery field. 


Write for your FREE copy now! 


NEWSPAPER PRINTING CORPORATION 


Publisher's Agents — El Paso, Texas 


Important in- 


The Zl Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


evelopments come fast in the 
*hemical Process Industries . . 
to pilot plant to commercial production. 
That’s why management men read CHEMICAL WEEK 

. it’s first in the field with the news affecting 
their interests. With crisp reports and dollarwise accent, 
it’s designed for busy chemical executives. 
CHEMICAL WEEK is management’s own magazine 

.a must with the men who guide 
America’s fastest-moving industry. 


Chemical 


.from laboratory 


CHEMICAL WEEK, alone among process publications, 
is addressed to the business problems of the industry. 
That's why it’s preferred at the management level 

.. the accent is on commercial interests. 
And now, as the fastest-growing magazine in the field, 
CHEMICAL WEEK provides a high return 
on your advertising dollar 
...custom coverage of management men 
in the rich chemical process market. 


ABC + ABP 


Week 


A MCGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 18, NEW YORK 
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INTENSE BUSINES, Get in on Special Events, BAB Urges GE Schedules CBS 
“cca : New York, Aug. 9—Broadcast| throughout the country issued spe- Network Football 


Advertising Bureau has advised) cial editions”); home fashion time 
its members to look ahead to na-| (special sections in more than 500 un 
tional sales events, make plans in| newspapers last year, but only 106 Ro dup for Fall 
which local retailers can partici-| radio stations capitalized on the Syracuse, N. Y., Aug. 9—Gen- 
pate and then use these promo- promotion); watch fashion parade; €'a! Electric’s fall radio and TV 
tional events to get commercial ang American glassware jubilee. set campaign this year will be 
revenue for their stations. The bureau emphasized the ne- keyed to an unusual, three-hour 
Warning that broadcasters will). ..,. ‘ “= aga | network radio show, the “GE Foot- 
: cessity of planning: “This busi-| 
be asked to give free time to pro- = 
fe ; " ‘ _ | ness won't be handed to you. You 
mote many of the special weeks, } t ! f it 1 th 
onion sl: P nm g 
etc., the bureau advised: eS ye eS ae eee 


it is ACTION! DRAMATIC! EXCITING! “Under no stretch of the imag- out and get it just as the news- is scheduled on Saturdays from 


it's o RIOT! NOTHING LIKE IT FoR_- |) ination are you as a station oper- Papers do. 2:30 to 5:30 p.m. beginning Sept. 


| ball Roundup,” over the full Co-| 


lumbia Broadcasting System web. | 
The show, featuring Red Barber, | 


Advertising Age, August 13, 1951 


and dealers in cities where CBS 
stations are located are expected 
to sponsor tie-in announcements. 


ein addition to the football 
roundup show—which GE _ hopes 
will take the place of the live foot- 
ball telecasts banned by the Na- 
tional Collegiate Athletic Assn.- 
the receiver department will use 
ads in 17 magazines and 198 news- 
papers across the country for the 
fall campaign. 

Beginning early in August, the 
schedule calls for full-color ads 
in Life or The Saturday Evening 


° * CONVENTIONS * COUNTY and ator obligated to give so-called 29, and will present the highlights | Post every week, and large-space 
STATE FAIRS * SPECIAL ADVERTIS- | public service announcements to Emerson Radio Shifts Two | of five major football games from | newspaper copy every other week 

ING DEALS * DIRECT MAIL and 7 trade associations or similar groups Charles Robbins, v.p. in charge their respective playing fields.| in key markets. 
DEALER TIE-IN ADVERTISING that bluntly ask for such contri- of sales of Emerson Radio & Phon- CBS announcers at each game will| At the kick-off, copy will stress 


Rubber Money has no equal—Not only yells F butions in support of any promo- ograph Corp., New York, has been report via two-minute broadcasts. 


your Advertising message but actually “DEM : 
Onstaares t in @ novel way your pros tional events. Use your advance named president of a new subsidi- Between the two-minute eye- 


ects will 
eSTRETCH DOLLARS s a must for ail 


very unusual, effective and inexpensive way You can do it, if you program for Emerson line In Chicago and 
Never fails to create “‘Good Will’’ for sales ~ northern Illinois. Rube Schoen- 


men and deolers——in fact RUBBER BUCKS are 9 it py Beppe oneal ll 
a a ancy cee eadacianice, Site. aes a berg, sales manager of the previ- 


other games in all parts of the 
country, winding up with a com- 


phone for samples and prices. No obligation , th l baa ous Emerson distribution organ- plete run-down of final —. | 
5 H. MEINHARDT & CO. Inc +. AA-8 e Among the sales opportunities jzation in Chicago, has been trans- General Electric radios and vi- 
Me -M -, Inc. Dept. | listed by BAB are national home ferred to New York to replace Mr.| deo receivers will be featured in 


4218 LINCOLN AVE CHICAGO 18, ILL 


week (“last year 105 newspapers Robbins. | commercials throughout the show, 


f “THE AMERICAN STORY 
1 PROPERLY TOLD” 


¢ 


—~ 


- * An international advertiser addresses some comments to TIME, 


Ta “The Hilton Hotel Group has been advertising in TiME since 1941 because 
~% we believe it reaches the intelligent, influential people we are proud to 
number among our clientele here and abroad. 

“TIME has materially helped us in building a record volume of business for 
the various Hilton Hotels in this country. And on my recent visits to Euro- 
pean countries, where we are building hotels, | was impressed with the 
fact that TIME magazine is widely and promptly distributed everywhere. 


“We believe that the promotion of travel is not only good for our business, 
but that a greater exchange of the peoples of the free world (like the 
- exchange of ideas through TIMe) is increasingly important to international 
understanding. 

“Freedom of movement depends on economic stability and an ever- 
increasing prosperity among democratic peoples. The Hilton Group will 
continue to play its part in providing employment, accommodations and 
recreation in the countries where its hotels operate. 


“Freedom of the press depends in great measure upon truthful recording 
of the news. /t iy good to see the American story properly told at home and 
abroad through the pages of TIME, Our sincere congratulations for the job 
you are doing and for the help Time is giving us to do ours.” 


Conrad N. Hilton, President 
Hilton Hotels Corporation 


x TIME cuz WEEKLY NEWSMAGAZINE 


U.S. * CANADIAN * LATIN AMERICAN * ATLANTIC * PACIFIC 


|} tertainment offered by sponsors of 
understand. “Save Money’— I knowledge of these...to get com- ary company, Emerson-Midwest | witness reports, CBS will air spe-| top radio and television shows as 


the enormous quantity of free en- 


buyers. ‘Rubber Money’’ strikes home in o §; Mercial revenue for your station. Corp., to handle distribution of the | ¢ja} telephone reports from 15| the major programs return to the 


air in the fall. Soon after the 
initial ads appear, copy will shift 
to “hard sell” on GE receivers. 


@ The company’s intensive radio, 
newspaper and magazine drive 
will not affect its participation in 
the Sunday night Fred Waring vi- 
deo show on CBS. 

Dealer sales aids include “back- 


| on-the-air” window displays for 


installation by professional win- 
dow trimmers, a new tabloid news- 
paper for mailing to consumers, 
ad mats, window streamers and 
counter displays—plus permanent 
illuminated outdoor dealer identi- 
fication signs. 

Maxon Inc. handles the receiver 
division advertising. 


GE PLANS NEW LIGHT 
CONDITIONING PUSH 

CLEVELAND, Aug. 9—General 
Electric’s lamp division will ac- 
cent the importance of properly 
lighted home study centers for 
grade, high school and college stu- 
dents in its back-to-school cam- 
paign scheduled for the period be- 
tween Aug. 15 and Sept. 30. 

The merchandising and advertis- 
ing campaign will get under way 
with a full-page ad in the Sep- 
tember Ladies’ Home Journal and 
will be followed by radio and TV 
commercials and other consumer 
ads. 

The division has prepared a 
series of suggestion booklets con- 
taining tie-in suggestions designed 
for electric utilities, department 
and furniture stores, electrical 
wholesalers, dealers and lamp 
manufacturers. 


Ezra Baker Joins IMPS 

Ezra R. Baker Jr., formerly of 
Baker & Shaw, New York, TV film 
sales service, has joined Interna- 
tional Movie Producers’ Service, 
New York, as director of sales pro- 
motion. 


CONSOLIDATED 


IS A BLUE BOOK of persons. 
products, events ... Experienced 
through 65 years, we read 
Practically all daily and over 
6000 weekly English language 
newspapers. Our service is 
quick, intelligent, selective, con- 
fidential, personal, and costs 
little. Ask us about it 


CONSOLIDATED thrrine suncas 


431 SOUTH DEARBORN STREET 


. DEPT. 
teieags 5. ILLINOIS 
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5,712 Different Hospitals 


Receive Hospital Management! 


Here again is our semi-annual count of hos- 
pitals reached by Hospital Management, the 
leading hospital magazine—leading in popu- 
larity among the hospital administrative staff 
who decide on the purchase of equipment and 
supplies, and leading in the editorial enterprise 
which creates circulation leadership. 

As of January 1, 1951, this ABC-ABP mag- 
azine reached 5,576 different hospitals. Six 
months later, on July 1, 1951, the coverage 
figure had advanced to 5,712——5,591 in the 
United States and Canada. This is far more 
hospitals than are included in the coverage of 
any other paid circulation magazine—well 
over 1,000 more, according to the best esti- 
mates we can make. 

One ABC hospital journal, the organ of an 
association, has published its coverage figures; 
another has consistently refused to do so, in 
spite of repeated requests from advertisers and 
agencies. It is to your interest to know how 
much coverage you are getting when you buy 
hospital advertising. 

Since Hospital Management has for years 
maintained the largest ABC paid hospital cir- 
culation, this marked superiority in coverage 
of hospitals adds up to just one thing—for the 
most effective advertising addressed to the 
$3 billion hospital market, you need Hospi- 
tal Management. 


Read at All Levels of 
Buying Authority 


Because of its unique editorial service, through 
which each department of the hospital is 
served with a corresponding department in 
Hospital Management, we have developed 
effective readership not only by administra- 
tors and purchasing agents, but their key de- 
partment heads as well. 

It is in the departments which use your 
products that demand and brand specifica- 
tions frequently originate. Thus the ability of 
Hospital Management to reach and influence 
nursing executives, dietitians and other food 
service department heads, pharmacists, house- 
keepers and others whose acceptance is vital to 
the manufacturer is a big factor in building 
brand acceptance at all levels of administra- 
tive and buying authority. 

We analyzed the first 1,000 inquiries re- 
ceived from readers in 1950, asking for prod- 
uct information and descriptive data. We 
found 71 different titles represented—dra- 
matic evidence of the thorough penetration of 
Hospital Management throughout the admin- 
istrative organization, and impressive evidence 
of buying interest by department heads as well 
as administrators and purchasing agents. 


Editorial Service 
Builds Circulation and Readership 


Typical examples of Hospital Management's 
editorial leadership are its annual awards for 
the best hospital public relations campaigns; 
its unwavering campaign against compulsory 
health insurance schemes; its unduplicated 
monthly service in analyzing receipts and 
expenditures for better control of hospital 
revenues. 

Typical too was the publication in the Jan- 
uary, 1951, issue of the first and complete 
story of the Pennsylvania Hospital of Phila- 
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The famous Passavant Memorial Hospital, Chicago, is typical of the institutions served by 
Hospital Management. In this hospital the Director, Mr. R. D. Vanderwarker, reports that 
marked copies of the magazine are routed each month to eleven department heads. Purchases 
in an institution such as this run between $500,000 and $750,000 annually. 


delphia, now celebrating its 200th anniver- 
sary, and the complete exposition in the July, 
1951, issue of the University of Chicago Clin- 
ics, world famous institutions providing diag- 
nosis, research and treatment. (The Clinics 
ordered 1,000 extra copies of the July issue 
for their own use.) 

There is no substitute for editorial service. 
The broad, consistent and authoritative treat- 
ment of hospital problems in Hospital Man- 
agement explains its leadership in paid circu- 
lation and coverage—while our own field sur- 
veys of advertising readership demonstrate 
the powerful impact of advertising in this 
magazine on a great and growing market. 


Hospital Construction 
Maintained at ‘50 Level 


The essential character of hospital service is 
recognized by national authorities, and in spite 
of the urgency of defense mobilization, hos- 
pital needs are being met. That is why reports 
of the F. W. Dodge Corporation, leading build- 
ing construction authority, show that the phys- 
ical volume of hospital building in 1951 is 
actually greater than in the record-breaking 


year of 1950, and that dollar expenditures are 
only slightly below the figure for that yéar. 
Hospitals are a bright spot in the construction 
picture. 

Incidentally, every architect with an aclive 
hospital building or modernization project on 
his boards receives Hospital Management 
from inception to completion of the job. That’s 
another important plus for Hospital Manage- 
ment advertisers. 


Ask About 
“The Hospital Merchandiser" 


A unique promotion for advertisers in Hospi- 
tal Management is “The Hospital Merchan- 
diser,” circulatec to salesmen, dealers and 
distributors of products advertised in the 
magazine. It reviews the advertising in each 
issue, points out the sales opportunities it 
creates, and stimulates dealer push at the 
point of sale. It goes to a basic list of distribu- 
tors maintained by Hospital Management, 
plus the dealers and distributors of each ad- 
vertiser. Ask for details of how this new and 
effective promoter of trade support and co- 
operation can be put to work for you. 


Hospital Management @ @ 


200 E. Illinois St. 


Chicago 11, Illinois 


Write today for your copy of our Readership Penetration Survey; Chapelle Ad- 
Readership Analysis; Hospital Architect Survey; and Food and Equipment Survey. 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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PERCENTAGE OF Ereune 
CIRCULATION IN THE mowe 
BEST SUBURBAN COUNTIE 

56.3% 
35.5% 


8.2°/ 
, 1950 


Journal-American 
2nd evening paper 


3rd evening paper 
A.B.C. Report. 


In New York's eight best suburban counties 


far more families buy the Journal-American 
than the two other evening papers combined 


NEVER discount quality just because it 

comes in quantity! Read by more 
than 700,000 families . . . America’s largest 
evening newspaper audience .. . the 
Journal-American is overwhelmingly pre- 
ferred in New York's top-bracket residential 
communities. 

For example: in New York's eight best 
suburban counties... tops in buying poten- 


, SEARST 


tial, population, retail sales and income tax 
returns ... 56 of every 100 families who buy 
a metropolitan evening newspaper buy the 
Journal-American. 


If it's quality as well as quantity you're 
after, xeach New York's top home-owning 
families with New York's top home-going 
newspaper. No matter what you have to sell, 
you'll sell more with the Journal-American. 
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Voice of the Advertiser’ 


Agency Man Wants Help 
on Local-National Problem 

To the Editor: I’ve got a beef 
and possibly some of your good 
readers with more brains than I 
can help me out. Could be the con- 
dition in many a fair city 
and others could benefit through 
a general airing of the subject 

It concerns the failure of vari- 
ous local media to hold the line of 
demarcation between national and 
local advertisers (being located 
where we essential that 
we handle a larger percentage of 
local business than is desirable— 
thus my concern about the prob- 
lem) 

When a medium, in order to en- 
courage a an advertiser 
who should be classified as a na- 


exists 


are, its 


sale to 


‘WHAT'S GOING ON? 


Manufacturers and their advertisiog 
agencies are using this inexpensive 
clipping service for collecting editorial 
pubiicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Ask for New Booklet No. 50 
\“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 
Business Papers @ Farm Publications 
Consumer 


Magatrines 
343 So. Dearborn St.. Chicago 4 


| 


tional account in a local market, 
sells that advertiser on the local 
rate—the inevitable happens. If an 
agency takes over the account, 
there’s no commissionable busi- 
ness available; the account won't 
hold still for an up-grade in rates; 
the agency is obliged to charge a 
fee where none should be charged; 
and a complete set of exceptions- 
to-the-rule must come into being. 
Truly an unhealthy and uncom- 
fortable relationship 

Here’s a case which I make 
hypothetical for obvious reasons. 
A local ice cream manufacturer 
markets his products through deal- 
ers in greater Miami. This classes 
him definitely as a national ad- 
vertiser even though he may ad- 
vertise only in the Miami area. 
The newspapers say he’s national 

the net radio stations say so; 
but other media fail to hold the 
line 

Our ice cream manufacturer gets 
on TV at the local rate; he gets 
outdoor showings at a local rate; 


and various other local media of-! 


fer their services at retail rates as 
an inducement to sell space or 
time. 

Now I'm going to make a seri- 
ous accusation. Is not a medium 
which sells national advertisers 
on a local rate just as guilty of 
misconduct as the house agency 
that kicks back commissions to a 
client? I believe he most certainly 


Mace = 2 


~— Che Conrier-Zonrnal 


_ THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


293,426 SUNDAY 


This department is a reader’s forum. Letters are welcome. 
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is; and I believe further, by gum, 
that the entire commission system, 
which is so carefully protected 
and which is the backbone of our 
profession, is in jeopardy as long 
as this malpractice continues. 

True, this problem can only be 
of regional importance in that na- 
tional media are careful in the 
protection of rate structures; but 
why shouldn’t media, all down the 
line, keep their hands clean by 
selling national advertisers on na- 
tional rates? 

Maybe this whole deal isn’t quite 
so acute in other cities throughout 
the country, but if it is and if it 
has been successfully dealt with 
elsewhere—please give us the an- 
swer to a dangerous and uncom- 
fortable situation. 

T. H. Emery, 
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TIME <a 


KIPLING SAID IT—Vision and Time Latin America pick the same poem to lead 
off the Korean story, print them on the same page, and wind up with the re- 


iteration (on the next page) of the 


“It looks as though a bit of ed- 
ucation is badly needed here.” But 
it is not specifically the education 
you apparently have in mind. 
Personally, without meaning to 


| be offensive in any way, I'd like to 


Tally Embry Advertising 
Agency, Miami, Fla. 
+ + * 


AA Editorial Writer 
Accused of Astigmatism 
To the Editor: Your editorial, 


issue of July 23, captioned “Ridic- | 


ulous Way to Pick an Agency, 
stimulates this response. 

Editorially you appear disturbed, 
not over the method this unnamed 
advertiser employs toward the se- 
lection of an agency, but rather 
toward the extent of his budget 
and what he expects to get for his 
money. 

There are two important issues 
raised: 


1. Is this a wholesome method | 


of agency selection? 

2. Has this advertiser a real- 
istic understanding of his promo- 
tional needs? 

It seems to me least important 
that he expects, rightly or no, to 
be barraged with agency interest. 

There is a mistaken notion, ap- 
parently shared by AA, that larger 
agencies have no interest in small- 
budget accounts. With distorted 
psychological rationalization, larg- 
er agencies have allowed this con- 
cept to grow. And AA seems to 
have been taken in. Factually, 


however, such is far from the case. | 


I can cite one instance, 
personal experience, wherein a 
major Four A agency (Baltimore) 
vigorously sought a purely local 
account and even hinted at a pos- 
sible boycott activity to prevent 
its going out of town. Total budget 
on this promotion, $9,500, includ- 
ing newspaper, radio and TV use 

Another: A top Four A agency 
(New York) solicited a Washing- 
ton-born new product account, 
brought potential client executives 
(at agency expense) to N.Y.C. for 
agency presentation and vigorous- 
ly sold their promotional services 
Total anticipated budget, $7,500 

Another: At client invitation, 
three larger Washington agencies 
energetically work toward an ap- 


pointment, again a purely local 
advertiser, wherein the total 
budget is $800. 

Now obviously in these in- 


stances there must have been mo- 
tivating factors, not apparent on 
the surface, to warrant this sort 
of interest. There were, I can as- 
sure you. Budget proportions were 
not of primary importance. 

Quixote-like, AA is battling an 
imaginary windmill. 

There are a great many agen- 
cies...large, medium and _ small 
who, today, seek desirable ac- 
counts on the basis of merchan- 
dising sincerity and product value. 
The problem, as I see it, rests 
with the agency to not only prop- 
erly invest those dollars budgeted, 
but lead the client toward a clear- 
er understanding of realistic pro- 
motional needs... .and budgets. 

This, of course, is the 
tion you urge in your closing line, 


educa- | 


comment that while I recognize 
AA as a reportorial leader in the 


| field of advertising, you seem to 


be guilty of listening, but not stop- 
ping to look. 

You offer an analogy comparing 
advertising counsel to professional 
counsel. It is, and should be. But 
on the basis, I think, of product 
worthiness and not, primarily, 
size-of-budget, immediate profits 
to the agency, or the merits of the 
methods used by the client in seek- 
ing agency aid. 

Henry LIEBSCHUTZ, 

President, Advertising Inc. of 

Washington. 

Everything Mr. Liebschutz says 
is true, but it seems not to encom- 
pass a complete statement of the 
case. The letter of solicitation 
commented upon in the AA editor- 
ial indicated quite clearly that 
there was no reasonable hope that 
any agency taking the account 
would ever be able to handle it 
on a profitable basis. 

. 7 
Kipling Poem Suddenly 
Becomes Extremely Popular 

To the Editor: Our agency han- 
dles Vision magazine’s advertis- 
ing for Mexico and Central Amer- 


from |." 


Recently we prepared press ads 
(sample enclosed) based on Vi- 


same couplet from the Kipling opus. 


sion’s treatment of the Korean 
peace taiks which opened with a 
translation of Rudyard Kipling’s 
“Truce of the Bear.” Were we sur- 
prised when, a week later, Time 
magazine came out with the same 
Kipling quotation, in the same 
space, on the same Page 9, and fi- 
nished its article in the same man- 
ner! 

We now are wondering whether 
our advertising for Vision or 
Time. 


is 


Luis CASTANEDA, 

Noble Advertising Co., Mexi- 
co City. 

. 


Suggests Ad Manager Should 
Do the Signing of Copy 

To the Editor: I have noted with 
considerable interest the current 
debate over the question of signed 
advertising. While I see no ad- 
vantage or disadvantage one way 
or the other, primarily because 
anyone interested can find out 
who the agency is that prepares 
some of the advertising, neverthe- 
less I am somewhat disappointed 
with the many reasons being ad- 
vanced pro and con. While the 
suggestion was made to improve 
the caliber of the advertising, 
avoiding claims bordering on the 
incredulous, it seems that a very 
important person has been over- 


looked. 
Unless the advertising manager 
recognizes his responsibility to 


maintain the integrity of his com- 
pany and his own self respect, 
whether or not an advertisement 


~ WHY. 
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Men who have the BUY 
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IN HOME DELIVERY - 38.5% 
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WORD read it—and like it 


cat S Vear 


AMERICA’S TEXTILE WEEKLY 
286 Congress St. ~ Boste : 


‘Mass 
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The Most Powerful Influence in the Textile Industry 
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is signed, will have little effect in 
the long run. After all, there is no 
way to conceal the identity of the 
agency or of the copywriter, 
whereas often the advertising 
manager remains anonymous, or 
if listed as such in the many statis- 
tical files devoted to advertising 
data, still remains an anonymous 
“character” because he refuses to 
exert his proper authority. 

This circumstance prevails either 
because he has not reached man- 
agement stature in his own com- 
pany or, as is often the case, he is 
dominated by a powerful adver- 
tising agency which refuses to 


recognize his right because they | 


are saddled with the responsibility 
of the success of a campaign. Per- 
haps this responsibility should be 
so placed but not without giving 
the advertising manager some 
duties and responsibilities which 
carry within, automatically, some 
rights and privileges. 

I trust that in this debate, some- 
one recognizes the keystone for 
what it is or should be, the ad-| 
vertising manager. Perhaps he is | 
the one who should sign the ads! 
if any identification is indicated. | 

L. E. FRANCIs, } 

Advertising Manager, Emery 

Industries Inc., Cincinnati. 


Maintains Advertiser Should 
‘Proudly Attach Name’ 

To the Editor: This gives Ap- 
VERTISING AGE and its readers just 
my personal point of view on ad- 
vertising and who should sign a 
national advertisement—apropos 
of Mr. Weill’s recent letter to 
ADVERTISING AGE. 

My definition of advertising is 
an honest presentation of facts (in 
an attractive manner—to those 
who desire or may be influenced 
to purchase) by a manufacturer 
to a prospective consumer of his 
product—with the hope the re- 
sulting sale will be mutually satis- 
factory. 

Now let’s get to “who should 
sign what.” Assume I am the head 
of a large oil corporation. Assume 
I reached the presidency the hard 
way—up the ladder step by step 
with a world of experience in be- 
tween, as so many of our industrial 
leaders have done. 

My company’s advertising would 
be based on my personal knowl- 
edge of the hard work, the re- 
search and the study of competing 


products—all combined to build 
quality—and integrity plus that 
invisible ingredient called confi- 


dence into my product, making it 
acceptable to the public to pur- 
chase and to use 

If I were president of this com- 
pany, my advertising would be 
based on my experience mentioned 
above and given in story form to 
my advertising manager, my agen- 
cy executive—his copywriter and 
his layout man in meeting assem- 


bled—and when I approved the 
ad, would “proudly attach my 
name and seal.” 

Thus my company would im- 


mediately become human as Henry 
Ford, Harvey Firestone or Sher- 
man Billingsley and the buying 
public would notice a new—a per- 
sonal touch—had been added. In 
addition, they would know they 
are dealing with an individual 
“ready and willing to stand behind 
the product” as Z. G. Simmons 
was once heard to say. 
W. F. WILLiaAMs, 

Editor, Home Pictorial, Chi- 

cago. 


Agrees with Majority 

To the Editor: I note in the 
July 16 issue of ADVERTISING AGE 
that you have received an excel-| 
lent cross section of well quali- 
fied advertising opinion on the| 
subject of using agencies’ or} 
writers’ signatures on advertising. | 

I just want to add that I com-| 
pletely agree with the consensus, | 
and particularly with Jack Cor-! 


e 


nelius’ observation that it would 
cause many writers to strive for 
effect rather than for sales. 
CLEvE CAREY, 
Advertising Manager, Rexall 
Drug Co., Los Angeles. 


Four Advertisers Caught 
in ‘No Other’ Rut 

To the Editor: Are the adver- 
tising copywriters in this country 
in a rut? 

This question came up when 
this office received its July 7 issue 
of The Saturday Evening Post. 

A glance at the ads which ap- 
peared within pages of each other 
would give an affirmative answer 
to this query. 

DeSoto, Zenith Radio, Champion 
spark plugs and Barbasol shaving 
cream each came out with the 
claim that there is “no other...” 
like their product in some way or 


another. 

Although each of these claims 
is probably true as stated, reading 
ads soon becomes quite tiresome 


when there is no other line of 
thought offered 
Add this to the fact that the 


public has been informed for years 
past that “no other can make 
that statement.” 
P. E. RANSIER, 

Media Department, Ruthrauff 

& Ryan, Detroit 

The Creative Man comments on 
this other” sequence in the 
Feature Section of this issue. 


“no 


. e e 
Thank You from Indiana 
To the Editor: Many thanks to 
Jim Woolf for the reference to 
Indiana, Pa., in AA for July 23. 


I don’t know whether he is 
personally acquainted with that 
lovely town where I spent the 


first twenty vears of my life. I 
prefer to think that he is not; that 
he merely used the name because 
it seems to indicate fresh county- 
seat neighborliness. 

Indiana isn’t often mentioned 
in the national press, on radio or 
TV. And we Indianans and ex- 


_ PLASTIC PLATES - MATS — 


with 


MATRIX COMPANY. 


517 SOUTH JEFFERSON STREET, CHICAGO 7. ILLINOIS. ~ 


WGN 


AND 


WGN-T 


. 


* New York, Chicago, Philadelphia, Boston, Detroit, 
Minneapolis, Milwaukee and Cincinnati 
will continue to be represented by WGN, Inc. 


WGN © 720 on your dial « MBS 
WGN-TV «© Channel 9 *« Dumont 


announce the appointment of 


George P. Hollingbery Company 


as their Exclusive National Representatives * 


Indianans have reason to be jeal- 
You see, Indiana is just 26 miles 


Georce G. HILL, 
Advertising Manager, I. N. Ha- 
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Video Sponsors 
Turning More to 


Bi-Weekly Shows 


(Continued from Page 1) 
futwre, it is interesting to note 
that this fall's cut in Philco Corp.'s 
TV expenditures will not involve 
the dropping of shows. The radio- 
video manufacturer has chosen in- 
stead to retain both its programs- 
“Philco Playhouse” (NBC) and 
‘Don MeNeill’s TV Club” (ABC) 
and to cut each to an every-other- 
week schedule 


se The NBC-TV Sunday night hour 
being vacated by Philco will be 
taken over by Goodyear Tire & 
Rubber Co., which will present a 
dramatic show through Young & 
Rubicam 

As the autumn lineup shapes up 
ABC-TV will have 


now, more 


While WAVE 


than 
the 
Grove 
Advertis- 
with Jac- 


ternate-week telecasts over ABC. 
One of these is a Saturday noon- 
time show; the others are late 
Sunday afternoon attractions. 
Alternate-week sponsorship will 
be much less in evidence on CBS- 
TV. Toni Co. (Foo.e Cone & Beld- 
ing) and Pillsbury Mills (Burnett) 


every-other-week sponsors 
any other network. Among 
newcomers in this column 
Laboratories (Gardner 
ing Co.) to alternate 
ques Kreisler Mfg. Corp. (Hir- 
shon-Garfield) on “Tales of To- 
morrow”; Bristol-Myers Co. for 


“Mr. District Attorney” (agency will continue to take turn-about 
not set) to alternate with Seiber- on the first half hour of “Arthur 
ling Rubber Co.’s “Amazing Mr. God rey & His Friends.” The red- 


Malone” (Meldrum & Fewsmith); 
Celanese Corp. of America (Elling- 
ton & Co.) for “Celanese Theater”; 
Rals'on Purina Co. (Gardner) for 
“Space Patrol”; Brown Shoe Co 
(Leo Burnett Co.) for “Say It with 
Acting” to alternate with Green 
Giant Co.'s “Life with Linkletter” 
(Burnett) 


head’s No. 1 sponsor, Chesterfie!d, 


has the last half 


e George Burns and Gracie Allen, 
who are on the air throughout the 
summer without a break for Carn- 
ation Co., will continue to alternate 
with S. C. Johnson & Son's “Star- 
light Theater.” 

As of Sept. 24 Toni 

every-other-week 


moves in 


@ Cluett, Peabody & Co. recently as backer of 


assumed semi-monthly sponsor- “Crime Photographer,” with the 
ship of the Don Ameche show present sponsor, Carter Products, 
with Packard Motor Car Co., remaining on a similar schedule. 


Millionaire,” tele- 
‘al Mills, completes 
Columbia lineup in this cate- 


which has had this time spot for a “Live Like a 
couple Young & Rubi- vised by Genet 
cam handles both accounts the 

In addition, there are six other gory 
advertisers currently carrying al- DuMont 


of seasons 


Television Network has 


¥ GOt- 


BESIDE Hélwork Shows? 


colar aia 


ee ee 


WAVE* has a Daytime BME Audience 
of 238,190 families in Rentucky and 

This area has an 
Income of 


southern Indiana 
Bffective 
billion, 


the entire State 


Busing 


BME counties ix 


which WAVE does 
sudience! 


*The WAVE-TY Coverage Area 
contains 256,100 families 


LOUI 


as against $2.51 billion for 
The Pffeetive Buy - 
ing Income within WAVE's Daytime 
151% 
come in those Rentucky counties in 


NOT have a BME 


ell — PEE WEE KING! 


In addition to topnotch network shows*, WAVE 
and WAVE-TV also have a spectacular array of 
local talent. Our Pee Wee King, for example. 
has again been chosen “The Nation’s Number One 
Western Band Leader” in a national public opinion 
poll conducted by Orchestra World Magazine. You 
probably know him best as the composer of 
“Tennessee Waltz” and “Bonaparte’s Retreat”! 


Pee Wee and his Golden West Cowboys are on the 
air 64% hours a week, with a half-hour evening 
show on WAVE-TY and 12 half-hour daytime shows 
on WAVE. His television show is the highest-rated, 
locally-produced TV show in Louisville, 
while his radio programs are a local institution 
with some of the fanciest Hoopers you ever saw. 


studio 


Write direct or ask Free & Peters for all the 


“network-plus” facts on WAVE and WAVE-TYV! 


*WAVE—NBC © WAVE-TV—NBC, ABC, Dumont 


$1.67 


of the In 


FREE G PETERS, INC. 


Exclusive National Representatives 
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HOME BOX OFFICE—The new Telemeter, 


without the use of telephone facilities, 
right, as it is connected to a set 


direct wires or cards, 
The device contoins a coin receptacle and an 


which makes possible pay-as-you-ssee TV 
is pictured at the 


electronic tape which will record exactly what shows have been received on the 
set during o 30-day period. It can handle a show costing anywhere from 5¢ to $2 in 
multiples of 3. The coin slot can handle nickels, dimes, quarters and half dollars. 


Teleme Corp., 


Inter 


mount 


which owns Telemeter, 
Pictures 


is 50% owned by Paro- 
Corp 


no alternate-week sponsors as of 
this writing 


es NBC-TV, on the other hand, 
shows signs of a definite share-the- 
time movement, with three of its 
top shows planned with that in 
mind. The “All Star Revue,” this 
year to be a part of Saturday 
night's fare with Jimmy Durante, 
Ed Wynn, Jack Carson and Danny 
Thomas sharing the starring spot, 
will have Pet Milk, Kellogg and 
Snow Crop as rotating sponsors 
Following the precedent set last 
year, each company will take turns 
as featured advertiser on this 
comedy but all three will 
get sponsor mention every week. 

A similar every-week sponsor 
mention is expected to be used on 
Kate Smith’s new Wednesday 
night hour program, which is be- 
ing sold as four half-hour alternat- 
ing segments. So far her backers 
are Norge, Congoleum-Nairn and 
Reynolds Metals Co 


session, 


e The middle half hour of “Show 
of Shows,” with Imogene Coca and 
Sid Caesar, will include one-min- 
ute participations by three adver- 
tisers again this year. Lehn & Fink 
and Eversharp Inc. will take their 
turns during the last three minutes 


of this program when it returns 
in the fall 

Among last vear’s holdovers in 
NBC's alternate-week lineup 


Lucky Strike’s Robert Montgom- 
ery-produced hour theater and 
Tintair’s “Somerset Maugham The- 
ater.” The latter was presented 
throughout the summer as a half- 
hour weekly package. Cecil & 
Presbrey preferred to try to hold 
Tintair’s audience with a _ good, 
though shorter, drama every week 
rather than take a chance by 
alternating with a so-so sustainer 
during the warm months 


BI-WEEKLY VS. WEEKLY 
TV RATINGS COMPARED 

New York, Aug. 10—How do 
every-other-week telecasts com- 
pare with once-a-week telecasts 
on the cumulative audi- 
ence, cost-per-1,000 and sponsor 
identification? 

The subject has not yet been 
thoroughly enough researched to 
say conclusively (or, if it has, the 
complete data has not been made 
public). But the available infor- 
mation on comparable results for 
various TV program = schedules 
makes interesting reading 

Figures compiled by A. C. Niel- 
sen Co. show that the “Ford Thea- 
ter” (CBS), now off the air, which 
was an every-other-week drama, 
in four weeks ending June 10, 1950, 
reached a cumulative audience of 
63.5% of the TV homes (New 
York only) 


basis of 


e “Toast of the Town,” telecast 
four times in that period for Lin- 
coln-Mercury, had a cumulative 


audience of 80.7% of the homes 
Other cumulative ratings then 
were: Kay Kyser (NBC), on once 
a week for Ford Dealers, 52.3%; 
“Kukla, Fran & Ollie’ (NBC) on 
once a week for Ford, 33.8%; Olds- 
mobile News (CBS), on three 
times a week, 27.6% ; “Holiday Ho- 
tel” (ABC), on once a week for 
Packard, 35.4% 

As to the cost comparison: New 
York figures projected nationally 
indicated that, on a cumulative 
basis, the cost-per-1,000 figure for 
“Toast of the Town” was slightly 
higher than that of the alternate- 
week show, “Ford Theater.” How- 
ever, it should be emphasized that 
the former may have reached some 
of the audience four times during 


the period covered—four weeks 
ending Oct. 21, 1950 
@ Sponsor identification figures 


from Trendex also are noteworthy. 
For June-July, 1951, “Lucky Strike 
Theater” (NBC)—shown every 
other week—had a correct identi- 


fication figure of 78.3% and a 
mis-identification of 1.1%. The 
competing show, scheduled once 
a week—Westinghouse’s “Studio 
One” (CBS)—scored 70.9% cor- 
rectly, with mis-identification of 
4.7% 


For the same period, Carnation’s 
“Burns & Allen” (CBS), televised 
bi-weekly, scored 71.8% com- 
pared with 82% for the competing 
weekly show, DeSoto-Plymouth’s 
“Groucho Marx” (NBC). 


An analysis of the February- 
March-June findings of Trendex 
indicated that viewers are fre- 
quently confused as to whether 
Toni or Pillsbury is the night's 
sponsor of the first half of “God- 
frey & His Friends” (CBS), a 


show on which they alternate. 

Chesterfield, backer of the last- 
half of the program every week, 
at times profited from the confu- 
sion, as did Lipton tea, sponsor of 
Godfrey's other nighttime TV 
show, “Talent Scouts.” 


General Electric Shifts 3 

L. P. Moyer, formerly in charge 
of space advertising of General 
Electric Co.’s lamp division, Cleve- 


land, has been named chairman 
of the advertising plans board 
J. W. Kelly, formerly in charge of 


radio, TV and trade advertising, 
will now head space, radio and TV 
advertising, and C. D. Barker, for- 


merly in sales promotion, takes 

over trade advertising 

Names Joe A. Elliott 
Progressive Farmer, Birming- 


ham, Ala., has named Joe A. Elli- 
ott managing editor. Mr. Elliott 
formerly was associate managing 
editor. He succeeds Alexander 
Nunn, who has been boosted to 
executive editor 


300.000 TV Sets in St. Louis 

Union Electric Co. of Missouri 
reports 300,000 TV receivers in- 
Stalled in the St. Louis area as of 
Aug. 1 
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TV Trade-in Deals 
Often Violate Credit 
Rules, BBB Reports 


New York, Aug. 10—Retailers of 
radio and TV sets and furniture 
were advised today by the Better 
Business Bureau of New York City 
to discontinue advertisements 
which make the flat assertion that 
no money or cash is required as a 
down payment with a trade-in un- 
der the amended credit restric- 
tions issued by the Federal Re- 
serve Board. 

Under amended Regulation W, 
BBB pointed out, it is permissible 
for merchants to accept trade-ins 
at a value assigned “in good faith” 
and to deduct this value from the 
cash required to meet the 15% 
down payment. 

However, the amount of the 
trade-in not in all instances 
enough to meet the full down pay- 
ment required, the BBB said. 


Is 


e The BBB said it had shopped 
around and discovered that in 
most cases where advertisers had 
promised “no money down” or “no 
cash required” with a trade-in, the 
advertisers either allowed an 
amount not sufficient to cover the 
down payment or did not allow 
any trade-in at all as a down pay- 


ment unless the purchase was 
made at a higher price than the 
dealer was prepared to sell the 


merchandise for without a trade- 
in. 

Usual procedure in such cases, 
reported the bureau, was to re- 
quire the purchasers to buy at list 
price if a trade-in was to be ac- 
cepted as the down payment. At 
the same time, however, the deal- 
er was prepared to offer the item 
at a lower price if no trade-in 
was included in the deal. 


e The effect of this latter practice, 
BBB said, is a boosting of the 
selling price to cover part or all 
of an inflated trade-in allowance, 
a procedure which is in violation 
of the announced policy of the 
Federal Reserve 

In a special bulletin to members 


of the trade and to advertising 
media, the BBB today recom- 
mended that claims of “no cash 


down with trade-in,” 
in type large enough to 
deception 

To indicate clearly that this 
true only in some cases and that 
the allowance may cover part or 
all of the required down payment, 
the BBB asked that claims of “no 
down payment,” “no deposit” and 


be qualified 
prevent 


Is 


Now! 


DUPLICATING 


er 


. MACHINES 
" DOUBLE AS 
| “ADDRESSING 
+ MACHINES” 


with 
DUPLISTICKERS 


High-speed, low-cost addressing is now possible 
on ng machines. No plates no attachments 
required DUPLISTICKERS are the answer. These 
gummed. perforated sheets contain 33 labels. Sten- 
cils of mosters may be filed for future use. ideo! 
for house organs, monthly bulletins, ol! duplicate 
and multiple mailings. Peckage of 25 lettersize 
sheets — 825 labels — 60c at stationery stores. (Also 
special 8% x14 sheets for Avid duplicaters.) 


purse 


DUPLISTICKERS 
ore made only by 


the like not be used—since Regu- 
lation W calls for a down payment, 
in cash or trade-in, or both 


Monarch Holds Store Contest 

Monarch Mfg. Co., Milwaukee, 
is offering a total of $2,000 in 
prizes for store promotions of their 
men’s and boy’s outerwear. Awards 
will be made for merchandising, 
display windows, and “sales 
clinchers.” The “Monarch for Out- 
door Life” fall campaign will use 
Men's Wear, Boy’s Outfitter and 
Outdoor Life. Westheimer & Block 
Monarch’s agency. 


Johnson Named WAGE Mgr. 


H. Douglas Johnson Jr., for- 
merly head of Doug Johnson Asso- 
ciates, has been appointed general 
manager and v.p. of Station 
WAGE, Syracuse. His publicity 
firm has been sold to Henry A. 
Rosso, chief account executive. 


is 


Hankey Appoints Stewart 

Hankey Baking Co., Pittsburgh, 
has appointed James A. Stewart 
Co. as its agency. 


Tuttle Cheese Co. 
Elects 2,500 V. P.s 


OAKLAND, CaL., Aug. 7—You, 
too, can be a v.p., if you sell Tut- 
tle Cheese Co. products 

Tuttle, it seems, now has more 
than 2,500 v. p.s, and plans to add 
more as part of an unusually suc- 
cessful gimmick designed to make 
operators of its retail outlets feel 
that they are a part of the com- 
pany. 

Along with their cottage cheese, 
hard cheese and other Tuttle prod- 
ucts, driver-salesmen replete with 
top hats last week delivered cer- 
tificates to each retailer, announ- 


cing his appointment as “v.p. in 

charge of retail sales.” 

Schellin Names C. A. Petri 
Charles A. Petri, formerly ad- 


vertising manager of Falk Corp., 
Milwaukee, has been named presi- 


dent of Schellin Inc., Milwaukee 
letterpress and lithographic 
printer. 


Tell Your 
Story with 


the WE W/- 


"SHOPPER STOPPER” 


SHOPPER STOPPER 
moves the customer to AC 
TION — where you went 
ACTION — ot the point-of 
sole. Hos the impoct of 
projected pictures with the 
eose ond economy of film 
Find ovt teodey how it will 
open doors for your soles 
men — Write for Brochure 
AA-10. 


The HARWALD COMPANY 
1216 CHICAGO AVE., EVANSTON, ILL. 


ZZ 


Every man his own Jack Frost! 


Jack Frost isn’t on the payroll .. . but he is a 
valuable worker in the big industry of farming, he 


browns and dries plants, makes seeds and soybeans 


easy to harvest. 


Now every farmer can be his own Jack Frost 


with chemical defoliants . . 


. dinitro compounds, 


and pentachlorophenol...which when sprayed on 


the fields do the same job as a heavy frost. 
Using the new methods, H. 1. Cohn, Carrollton, 
Iil., harvested 11,000 bu of soybeans three weeks 


earlier, got ytelds of 20 to 30 bu per acre...and 


increased production and profits! 


Farming is manufacturing ... steadily raising 


production per year, getting higher output per man 


ax 


hour and per machine, increasing 


efficiency and the yields... with 


research, chemical fertilizer, 


insecticides, antibiotics, electricity, 


mechanization, new varieties, better techniques. 


The manufacturer's wife keeps pace, matches 


better farm 


business with 


chooses furniture and furnishings, with an eye on 


better farm homes... 


style, design, and color as well as utility... the family 


lives better, has more leisure, spends more. 


Best U.S. market today... is best reached by 


SuccessFUL FARMING...with more than a million 
circulation concentrated in the fifteen agricultural 
Heart states among the nation’s best farmers with 
the best land, largest investment in crops, livestock, 
buildings, and machinery, highest yields, largest 
incomes. The average SF subscriber's earnings are 
easily 50°,, greater than the US farm average 


The general media mostly miss this top market 


...the national advertiser 
needs SuccessPuL FARMING 
for intensive coverage, high 
penetration and readership 
based on nearly a half 
century of service, larger 
sales and lower costs. The 
current all-out production 
program increases your selling opportunities! 
Ask any SF office for all the facts... 

MerepiraH Pustisninc Company, Des Moines, 
lowa... New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles, 
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three times 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the advertiser reported: 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s “Advertising Market Place” 
where the eager readers look for men and materials, 
.ideas, services and equipment. 


the Profit!” 


“Thus, 


No. 4024. Jobs Advertising Can Do. 

Ad Scribe, Canton, O., service, 
offers a new file folder containing 
Various check-charts and work- 
@rganizers, including a check list 
@f 101 jobs that advertising can do. 


No. 4051. Ideal Location for New 
) Plant. 
) “Where Are You Going to Put 


’* is a new brochure prepared by 

e chambers of commerce in the 
avenport-Moline area, presenting 

1 objective analysis of the factors 
hich make it an excellent loca- 
ion for new plants and factories. 
ie booklet discusses standards of 
Hving, the local market, proximi- 
ty to other markets, raw materials 


urces, transportation, power, 
bor supply, and much more. 


No 4052 
SA detailed study 
c@smetic, and proprietary market 
im Canada forth in “Drug 
Merchandising, The Paper and the 
Market,” a new booklet now avail- 
able. In addition to a breakdown 
by cities, populations, drug outlets 
aid dollar sales, it contains a full 
listing of wholesalers, chains, drug 
departments in department stores, 


Drug Sales in Canada. 
of the drug, 


is set 


and names and addresses of drug} 
assoviation heads. A special sec- 
tion discusses regulations concern- 


ing drug advertising. 


No, 4053. Ceffee Sales in the South 

How's Maxwell House doing in 
Dixie? How about Folger’s? What 
do they use, pot or percolator? 
How much do they drink? Answers 
to and many other coffee 
questions are presented in a new 
study offered by Farm & Ranch- 
Southern Agriculturist. 


these 


No. 4054. New Ideas for Presenta- 
trons. 
“Sales Tools” is a folder offered 
by Sales Tools Inc., Chicago, illus- 


trating and describing a very wide 


Note: 


notebooks, 
boxes, ring binders, carrying cases, 
flop-overs, etc. 


variety of new display 


No. 4055. Cut Clerical Costs. 
Statistical Tabulating Co. (New 
York-Chicago-St. Louis) offers a 
new brochure, “How to Reduce 
Your Clerical Operating Costs,” 
which outlines the 


services in tabulating, calculating, | 


Vari-Typing, robotyping, research 

tabulations and emergency help. 

No. 4056. New Book on Lumines- 
cent Printing. 

“Volume Printing with Lumi- 
nescent Materials” is a new bro- 
chure offered by W. H. Wilton Inc., 
which describes the various types 
of inks, their characteristics, and 
applications now available to ad- 
vertisers. Recommended reading 
for art and production depart- 
ments. 


No. 4057. New 

Kleen-Stik Products Inc. 
a new “Idea Kit’’—a file folder 
containing many suggestions and 
idea-starting samples, as well as 
a supply of blank sheets for use 
in designing adhesive labels, shelf 
strips, signs, etc. 


Labeling Kit. 
offers 


No. 4058. Liquor in L. A. 

“Analysis 1950 Southern Cali- 
fornia Distilled Spirits Market” is 
a new statistical study offered by 
the Los Angeles Herald-Express 
The tabulation is given county-by- 
county, and shows that 83% of the 
gain in liquor was in Los 
Angeles County the period 
1940-50. 


sales 


for 


No. 4059. Wisconsin Farms Ana- 
lyzed. 

“Wisconsin Farms by Economic 
Class” is a tabular breakdown of 
Wisconsin farms by county, show- 
ing value of products sold during 
1950. Offered by Wisconsin Agri- 


culturist & Farmer. 


Inquiries for the items listed above will not be serviced beyond Sept. 24. 


USE’ COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Tl. 


—please print or type) 


NAME 

COMPANY ..... 
ADDRESS ....... . 
CITY & ZONE 


Readers Service Dept., ADVERTISING AGE 
Please send me the following (insert number of each item wanted 


TITLE . 


Rates: 90¢ 


Preceding publication date. 
column inch. Regular*card discounts, 


per line, minimum charge $3.60. Cash with order. 


Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 


Display classified takes card rate of $12.00 per 
size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


HAPPY “HUNTING!” 
We're going fishing - so - our office will 
be closed August Ist thru August 24th 
With renewed energy and vitality we 
hope to serve you better upon our re- 
j} turn. Thanks for your indulgence and 


patrone ner 
RED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 


185 N. Wabash Fr. 2-0115 Chicago 


TRADE OR PROFESSIONAL 
ASSOCIATION EXECUTIVE 
Seasoned background in association pub- 
lic relations, promotional activities, 
coupled with successful exp. in advertis- 
ing, radio, magazine editing, public speak 
ing. Now employed (St. Louis). Will re- 
locate for right opportunity. Minimum 

$7200 
Norman J. Ulbright, 
7535 Milan, University City 14, Mo 


ACCOUNT EXECUTIVE 
Well financed, small 7 year old 
agency seeks mature and capable 


Indiana 
account 


executive. Most of the advantages of a 
partnership minus the usual obligations 
and headaches will be offered on basis 
of controlled accounts. Our reputation 
in this market established—have never 
| solicited an account so field is wide open 
to high grade individual. Strict confi- 
; dence assured. Please furnish compre- 
hensive personal record 


| 


company’s | 


Box 3908, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


COPY WRITER WANTED 
Young man with at least two years food 
copywriting experience. Some sales ex 
perience helpful. Should have a working 
knowledge of sales methods through food 
stores and chains. Write giving details 
of personal data, education and business 
experience 

Box 3920, 
200 E. Illinois 


ADVERTISING AGE 

St., Chicago 11, Ill 
FARM ADVERTISING SALESMAN 

Group of national farm publications has 

opening in New York office for experien- 


ced space salesman. Territory includes 
six states plus some accounts in New 
York City. Our staff has seen this ad 
Write giving age, education, selling ex- 
perience, salary expected to 

Box 3932, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
NEW KIND OF JOB FOR 
AGENCY ACCOUNT MAN. 
Man with agency selling experience for 
5000 watt Midwest day and night radio 
station. Ne. | station in area. Town of 
95,000 population You will sell, plan 
campaigns, handle merchandising. Ex- 
pect to pay well for this talent. Radio 
experience not necessary. Write 


Box 3933, ADVERTISING AGE 
ll. 


200 E. Illinois St., Chicago 11, 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORC WILLIAMS—PLACEMENTS 
209 S. State St Ha 7-2063 Chicago 


ADVERTISING MANAGER 
FOR MANUFACTURER 
Desires to small city on job 
with more Well-rounded ex- 
perience in and public rela- 
tions. College married, steady, 
capable, 
Box 
200 E 


PUBLIC 
Ten years as 
business and 


relocate in 

opportunity 
advertising 

grad, 35, 

creative 

3936, ADVERTISING AGE 
Illinois St., Chicago 11, Ill 


RELATIONS MAN 
executive in nationwide 
industrial programs. Back- 
ground includes 16 years newspaper and 
University work. Available mid-August 
Box 3937, ADVERTISING AGE 
11 E. 47th St., New York 17, N 


BIG — AGENCY ART a TOR 
ESIRES CHANG 
$8000 
ADVERTISING AGE 
Chicago 11, Il 


Minimum 
Box 3938, 
200 E. Llinois St 


ASsS'T TO PUBLISHER 


Young man 15 yrs. diversified magazine 
newspaper exp. wishes to join busy pub- 
lisher. Fully versed in promotion, adv 
sales, circulation, editorial 
Box 3939, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y 
SEEK PROMISING EDIT.-PUBL. JOB Chi- 
cago area. 5 yrs. exp. plus coll-educ., vet 
Box 3940, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
PRINTING WANTED 
PRINTING WANTED 
Rotary Printing, tabloids, color. 32 pg 
cap. Complete mailing service. Southwest 
Magazine Pub. Co., 715 Jones St., Ft 


Worth, Texas 


BUSINESS OPPORTUNITIES 


ART & ADVERTISING SERVICE 
For sale. Small agency located in south 
Sectional and local accounts. Offset 
press, silk screen processing and art ser- 
vice. Wonderful opportunity to expand 
Box 3941, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


Well established department store in 
small Penna. town near Pittsburgh needs 
young promotional minded advertising 
executive. Must be adept to writing out- 
standing copy and preparing excellent 
advertisements. Wonderful opportunity 
for promotional minded young man. Sal- 
ary range $3,600. to $5,200. depending 
upon ability. Please write full details in 
first letter 

Box 3934, ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, Il 


PLANT SUPERINTENDENT for 


middle- 


Florida publisher printing ten periodicals 
Must be able to organize plant, thor- 
oughly know magazine makeup. Open 
shop, town of 5,000 near Orlando, won- 
derful climate, good future, $100 weekly 
up. Personal interviews: Chicago Sept 
3-10; New York Aug. 28-29. Write Al Cody, 
Box 891, Kissimmee, Florida 
FOOD SALESMAN 
Wanted to sell advertising for national 


Salary plus 
tremendous 


retail food trade publication 


bonus. Established accounts; 
potential in eastern territory. Write in 
detail about experience and background 
include base salary desired 
Box 3935, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y 


ADVERTISING REPRESENTATIVE 
For Chicago and middle west territory of 
national magazine. Successful experience 
in selling space in industrial publications 
essential. Salary and expense allowance 
For early interview give full information 
in confidence 

Box 3942 
200 E. Illinois St., 


AGE 
lil 


ADVERTISING 
Chicago 11, 


OPPORTUNITY FOR HAPPINESS 
Good Salary Included . . . 
ASSISTANT SALES PROMOTION MAN- 
AGER will find a pleasant association 
with this independent motor car manu- 
facturer. He will be required to do his 
own creative planning and follow through 
with details, sharing the work load of a 
busy department. He should hove experi- 
ence in the automotive field, and pref 
erably some used-car experience. Initial 
salary $8,000. Tell us what you think we 
should know about your qualifications 
for this assignment. Write Box 7937, Ad 
vertising Age, 200 E. IlIlinois St, Chi- 

cago Il, Ill. 


PAY AS YOU SELL RADIO 


Sell your product by radio and pay on | 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan 


We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SA . Harlan, Iowa. 


MISCELLANEOUS 


SALESMEN learn approaches, overcome 
stalls, close that sale, send $1.00 post 
paid amazing booklet “Simplified Sell- 
ing.”” Promotions Unlimited, 1848 Merri 
brook Rd., Philadelphia 31, Pa 
Trial-campaigns, tests, surveys, planned- 
| handled by free-lance sales-executive 
with private well-equipped letter-shop 
Counsel, ideas, plans, layouts, copy. art, 
lists. P.O. Box 199, Marietta, Ohio 


Do You Need... 
A YOUNG MAN, 
age 30, married, vet with five 
years’ experience providing an 
extensive background in art, con- 
tact, production, merchandising, 
and some copy on national in- 
dustrial and consumer accounts? 
Presently employed in Midwest. 
Want to put my ideas to work in 
progressive agency or as advertis- 
ing manager of a company on 
West Coast or in Midwest. Further 
details upon request. Write Box 
7931, Advertising Age, 200 E. 
Illinois St., Chicago 11, IIL. 


Advertising Age, 


August 13, 1951 


Names Davidson Associates 


Vaughan Motors, distributor of 


European automobiles, has ap- 
pointed Alfred Davidson Associ- 
ates, New York, as public rela- 
tions counsel 
Named by Philip Morris 

Roger Greene, who has been 


with the company since 1936, has 
been appointed assistant advertis- 
ing manager of Philip Morris & 
Co.. New York. 


TOP-NOTCH 
AGENCY 
EXECUTIVE 


Available When 
Right Opportunity 
Presents Itself! 
Has solid agency know-how. 


Prolific idea man. Can fit in 
practically every phase of 


agency operation . . . from 
Administration to new busi- 
ness solicitation from 


basic cam- 
hitting for 


framing complete 
paigns to pinch 
Account Executives. 
Personable, capable, works 
well with Top Management. 
Wears well as evidenced by 
servicing same accounts up to 
14 years. Merchandising 
groups respond actively to his 
contagious enthusiasm. 


His aggressive, direct-action 
thinking—his flair for dramat- 
ic sales promotion—are pat- 
terned for tough sellers’ mar- 
kets. Is responsible for human- 
ized campaigns in widely di- 
versified fields—tangible and 
intangible—that paid off at 
the cash register. 


Box 7927, ADVERTISING AGE 
200 E. Illinois St., Chgo. 11, Ill. 


young, experienced, ethical 


SPACE SALESMAN 


Wants to represent a good 

publication in the 
Chicago territory. 

Box 7932, ADVERTISING 

200 E. IMlinois St., 


AGE 
Chicago 11, I. 


ADVERTISING EXECUTIVE 


Agency with complete recognition wants 
man with experience in food, drug, and 
other packaged goods fields. Opportunity 
to develop new business and also serve as 
account executive. Write fully as to status 
experience, and earnings. Address, Box 
7935, Advertising Age, 200 East Illinois St 
Chicago 11, Illinois 


IDEA MAN and COPYWRITER 


ized agency on Michigan Ave. seeks 


d man 26-35. Should have flair for 
ideas and gift for writing in industrial 
fields. Opportunity to become 

age. education, experi- 


r gs Our employees know 
‘ Write Box 7934, Advertising Age 
200 E. Illinois St., Chicago 11, Ilinois 


PUBLICITY 
MAN 


Nationally known manufac- 
turer located in pleasant city 
near Chicago offers an ex- 
cellent opportunity for pub- 
licity man. Must be experi- 
enced, young (about 30-35). 
Describe your background 
fully. Salary open 
what you have been earning. 
Address Box 7936, 


state 


Advertising Age 
200 E. Illinois St., Chicago 11 


TOP NOTCH 


SPACE SALESMAN 
Not Looking for a Job 
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Pepsodent Conducts 


‘Smiles’ Contest 


New York, Aug. 8—The $50,000 
“Pepsodent Smiles” contest, which 
Starts Aug. 15, will get heavy ad 
Support from the Pepsodent divi- 
sion of Lever Bros. Co. 

Four-color pages will appear 
beginning Aug. 27 in the Chicago 
Tribune, Family Circle, Life, Mc- 
Call’s, New York News Sunday 
Magazine, Parade, Philadelphia 
Inquirer, This Week Magazine and 
Woman's Home Companion. 

Two-page b&w ads will run in 
American Druggist, Chain Store 
Age (drug and variety editions), 
Drug Topics and NARD Journal. 
One-page b&w ads are scheduled 
for American Druggist, Chain 
Store Age (drug and variety edi- 
tions), Drug Topics, NARD Jour- 
nal, New York Pharmacist, Profi- 
tunities and Wholesale Drug Sales- 
man. 


e Ads will feature the cropped 
smiles of three Hollywood stars. 
Contestants will be asked to iden- 
tify them and complete a 25- 
word statement, “I like Pepsodent 
because...” Two end-flaps or a| 
label from any Pepsodent brand} 
product must accompany entries. 
The contest offers a $10,000 first 
prize and a total of 5,556 cash 
awards. It closes Oct. 15 

Foote, Cone & Belding is han- | 
dling the promotion, although Mc- 
Cann-Erickson was recently named 
as the Pepsodent agency. The lat-| 
ter agency takes over the account! 
on Oct. 1. 


National Chemical 
Plans Fall Ad Push 
for Luminall Paint 


Cuicaco, Aug. 9—National 
Chemical & Mfg. Co. will kick off 
a fall drive to gain consumer ac- 
ceptance for its Satin Luminall 
rubber-base paint with a half-page, 
two-color bleed ad in Life on Sept. 
10 and will follow it with a full- 
color half-page in the October 
Better Homes & Gardens. 

The company is counting heavily 
on point of purchase advertising 
and dealer tie-in material to help 
achieve its objective. Reprints of 
the magazine copy, which features 
the 50-chip Satin Luminall color 
chart, phone book listings and a 
two-color, fluorescent sign for 
dealers’ windows will be used. 


es In addition, the company this 
year is distributing an unusual 
five-piece full-color display cre- 
ated by Berger-Amour Studios. 
The display was designed for in- 
stallation on overhead light fix- 
tures or pipes in line with the cus- 
tomer’s vision but out of the deal- 
er’s way. The slightest air cur- 
rent revolves the balanced panels. 

Petesch, Hecht & O’Connor han- 
dles the account. 


Masonite Promotes Nunn 

Masonite Corp. has promoted 
John R. Nunn from assistant man- 
ager of its industrial division to 
manager of industrial sales, west- 
ern division, with headquarters 
in San Francisco. Joseph J. Alle- 
gretti, assistant manager of indus- 
trial sales for the central division, 
has been named to succeed Mr. 
Nunn. 


ADVERTISING MANAGER 


ASSISTANT. Opportunity for an 
imaginative young man with three 
or four years advertising department 
experience to handle copy for maga- 
zine, direct mail advertising and sales 
bulletins. Excellent future possibili- 
ties for a progressive young man. 
Write giving full details as to age, 
experience and education. 


Box 7938, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


>aicra 
cracneny 


It’s a farm market, the richest on earth. It's a mass market, 


dominated by farmers. You can’t sell Mid-America without the farmer 


—nor the magazine that concentrates on him alone. 


the richest Farm market on earth! 


oc 

ee 47 & 
a Lhiiititi Dt = i= it . 
| thi : Mm | i i | 3 

\W, Ss 

IS IS Nik ) =| AN HE DW eS 

\ | | \ \ } or 

LN Nhl pail ill Jp | : 

- : \¢/ —_ \ } ) H i! | - es 

mn SS Ce 

- ts = 4 . i . > , : | - ie i “ «== ay a aay 

ig tca™. a. ’ a bee . ae 

i > pa . - iar 2 

4 me hae dt > a * Fes : S i eee 

’ ae ee aw Ms : ‘ ey. ox 

ae UT 4 ar <% 43 i 2a &. : a i 

Ni ho ey i Se </ See 

J ae Be 2 _,* , ees. f ae. ~ 3 rR ae wat : 2 

i * : wey - v 2 : . hae ~ ~ Pt. 

sl W/L vy "se y. é a ue 

. : aft ze ii a . ty An #2 ie AY - SS a & ue 

i g : 23 - we ‘ | a > » See : % Ts ca. 
- toa a a. Soa " > : . a 
| ie i, Mino erg tar — . mai 

A js = 2 = 4 ig ee ear a < i y . = 4 " ey - ahs . | ar 

: « ee SN ear if N= a . J te a 
a a. Xe — a # a i of Bs 

: ? Be ae . a a 2 - ae eS ee aie a « a, >< is 
' Seay “iemeretes _ - , % aR et i a 

j ye See 6D | \ Re - 

j , . pled ies Be Se : j— a ‘ _ -. ae | Boe 

; A a 3 Si: os ms . — f ee. E 7 t [ a Pa " . ; E a & 

‘ t <3, > oe . , ear ~~ XS; oe = < i a AN 

fas r. J Graham F ie! a q 4] 4 : F as 4 2. \ . ; “+f e < 

| | — == Wh) qi oe 
Me without the LOMO es 

| (ia \\ | i me, 
s) HK Sy 

eae aetna | = ays | \\ HH | = | b, ae 

‘ re —|—)/—\\e))-|I\ 4 Na ' —— 

i Pe: ee as ml\\\t Wy \\ ME * 4 

Saya 2 i PE ‘ci 

ee Re FYE Se So a Pr. Nae Tey oe | | Se 

° pe i Ai. see . oe A. / ~ ne =a; \ a7 5 if Ae 

LC te , a - se, HY = ~ ole aah F. y, Ay a te 

a Biss A4& “mea Gy. _" sy oe I Bet? 

| Sid eee ag a te By 

oF ) Pay vet 7 , sal a > S hae 

iv | * % a ; er a ry i “a } , “N ae ’ a 

Be + o -_ it “ 3 | ty te a ; 2 j . ‘4 “f ~ . | es 

ga, es: Se eed 4 | Pigs "| Aiea Be Be. 2 

‘ Gis ee aera “ & ‘ 7 won ' : eee 

} eee eee 4) a ES 
ST ee cae le eal —_ at eA" 

j mm” 1. \ w, @ eS a )6=— le ‘-. e 
| 7 ; / . . -~ “gig j ,& & ; = % | 4 ze oa 
| i a ns i ae fe 
j , ~ - - P= © - mae Z ’ Pe 4 .y ee: : a5 
| ——— @& ss Se eA 
&g ST. 9 ae 
|6Um6S AN . Caer 
| Raappers Farmer 2 
‘at Pan 

a lis MIN-AMFATA 

i = i Wh ee ti Pent 

S Wee tj iae sii. age 

S € Lib L Lh 4 ! ( ’ = 
a = 


48 Advertising Age, August 13, 1951 


Appoints H. A. Rice Mennen’s Four-Year Match Book Offer = ) Meredith's Video 


H. A. Rice, formerly executive a ‘ 7 All Santa Fe eSe 
sistant to the assistant general Discontinued; Shavekit Costs Mounted Passenger Trains Subsidiary Buys 


manager of Canadian Marconi wow and WOW.-TV 


Co. Montreal, has been named Newark, Aug. 9—The Mennen The kit contained a razor blade, 
iY anager of the company’s com- Co. has decided to drop its match shaving creams, aftershave lotion, Omana, Aug. 9—Francis P. Mat- 
mercial products division book offer of a sample shaving kit talcum and cream hair oil. It was thews, president of Radio Station 
; because of increased costs of ma- offered for 15¢ and return of the WOW Inc.—operator of Stations 
Hayhurst Moves in Montreal terials. The company had dis- match book cover coupon. WOW and WOW-TV er yr cond 
¥. H. Hayhurst Co., Montreal tributed more than 9,000,000 match Straight institutional copy will shoctdeeidines of the company have 
igency, has moved to 1510 Drum- books during the past four years be used in its match book adver- agreed to ane the stations to Mere- 
mond St to tell of the offer. tising for the next few months, dith Engineering Co of ——ae Moines 
——_—— . Mennen was reluctant to halt Mennen said. Duane Jones Co., for $2.525.000 in cash. = : 
In disclosing the sale, subject 


TORONTO CANADA the offer since the kit was re- New York, handles the company’s 
- ’ a ya ry - a ay omen yap shaving products advertising. to the approval of the Federal 
aot Vay os vam a ast mon Lonard V. Lol- Communications Commission, Mr. 


Province Having One-Third of Canada’s . ootinnatie we . 
Provi uo Eee ‘and 42% of Retail Sales— SOM, ad manager, was quoted by Two Papers Add Supplement Matthews said that even though 
the properties had been operated 


Blanketed by the AA as saying the “kit was a very Hablemos del Hogar y de la 
successfully since the death of 


TORONTO DAILY STAR successful sampling device and, Moda, New York, weekly women’s 


— 400,000 circulation (largest in in this case, the match book seems newspaper supplement, has been 


Canada) to have been an unusually broad added as a regular feature of El — _ —o a oe -- oo 
— 80% coverage of Toronto and most effective vehicle for at- Norte of Monterrey and of La pep,ipen nearly a month after the es yo ss 1 sg map Deny reer 
— 50% coverage of 45 prosperous tracting new customers” (AA, OPimion of Torreon, both in Mexi-/ |; flood hit Kansas City, the Santa Fe oS ee oe Se ee Eee 

oO 0 ce , P ; ED 9 ae attention to management of the 

— a iaitieaia aia July 23) Railroad last week ran this newspaper peration 
SEND FOR GUR COMPL ' . eoogge h operation. 
estos heyy sag ce atg a Except for filling unredeemed ‘ copy announcing its through passenger Sea : : ce : 
Ret 41 ited States By notch beck coupes, Geteteution Ergmann Joins Orr trains are agoin in full service. Leo Bur- Further, he said that the reputa- 


Louis L. Ergmann, formerly ra- F tion and experience of Meredith 
so olen = Band aye gd be dio-TV director of Hewitt, Ogilvy, ec Engineering Co. a subsidiary otf 
°. s - » use 2S E res se ns Mz or, has bee 7 > eae >. . = - 

in all principal advertising centers to Mennen’s advertising media, Mr. “4 weg hcding ayy Amey wo AFA Urges Adclubs me ar ney onal ge _— 
~~ GET OUR CITY ZONE FOLOER— [Senn & Ascnciaten Mow York. en at hatin ae ff er athlete 
- ‘i as wh to Do 5 Major Jobs ind Successfu arming), coupled 

with assurances by Meredith ex- 

New York, Aug. 10—Local ad- ecutives that present management 
vertising clubs are being urged and operating policies of the sta- 
by the Advertising Federation of tions will be continued, were im- 
America to take part in five ma-| portant factors influencing the de- 
jor activities in 1951-52. cision to sell 

The recommended program for 
101 member clubs includes these ® Meredith Engineering Co., which 
projects: (1) Public service| also owns and operates video sta- 
through advertising; (2) higher tion WHEN, Syracuse, has agreed 
standards for advertising; (3) | to take over employment arrange- 
legislative service for advertising: | ments with WOW personnel, and 
(4) education in advertising, and Frank Fogarty will continue as 
(5) public relations for advertis- Manager 
ing. In addition to Mr. Matthews, 

Those who do the best work on. Present WOW stockholders include 
the projects will receive awards Guy Myers, the estate of John J. 


at the 1952 AFA convention in Gillin Jr., Cecelia Broderick, M 
c A i % oO New York next June. M. Myers, J. J. Isaacson and Rob- 


The AFA also announced that J. @rt P. Samardick 


F. Oberwinder, president of the @,. 
D’Arcy Advertising Co., St. Louis, Signs Football Broadcast 

aia } i Mia Arden Farms Co., Los Angeles, 
has been named chairman of its, . = _ 

ee aaa pleases yes has signed to sponsor the broad- 
1951-52 national essay contest com- cast of the 7th annual Los Angeles 
mittee. The essay subject will be Times charity football game be- 
“What Advertising Means to Me” tween the Los Angeles Rams and 
and the winner will receive $500 the Washington Redskins, Aug. 15, 


and a trip to the convention over Stations KECA, Los Angeles; 
eee 7 5 Helen Valentine, editor of KPMC, Bakersfield; KFMB, San 
Charm, and Ken R. Dyke, v.p. of Diego; KTMS, Santa Barbara, and 
Y » & Rubicam. are also on the KCOY, Santa Maria 
26 000 + . oung ubdicam, are als n 
: June 30, 1951 — committee Buys ‘Casualty Insuror’ 

. - . . i Rough Notes Co., Indianapolis, 
22,008 23,957 Corsets’ Joins CC Audit Ind., publisher of Rough Notes, has 
18,000 Corsets & Brassieres, published purchased Casualty Insuror from 

by Fox-Shulman Inc., Philadel- the National Underwriter Co. Ef- 
14,000 phia, has been admitted to mem- fective with the September issue, 

bership in Controlled Circulation the latter will be merged with 
10,000 Audit Rough Notes 


1941 ‘43 ‘45 ‘47 ‘49 ='51 


AD BEYER SAYS... 


ROCKFORD 


Retak Food Sates 
900 HIGHEST IN ILLINOIS 


1941 °43 "45 "47 "49 "5! OUTSIDE OF CHICAGO (COOK COUNTY) 


Retail food sales in city $30,676,000 
Retail food sales in Winnebago County $38,077,000 
Since Pearl Harbor, AL&BPM peace —— — an Rd Survey of Buying 
, . ower). Further evidence that Rockford eats best... recent 
ha . “— e than — de = newspaper promotion produced sales of more than 100, 000 
circulation — more than double cook books at 15 cents each. 


Ist 6 mos. 1951 


1,800 1122 


its advertising volume. Food advertisers get action in Rockford! 
AL&BPM not only delivers the 

largest coverage of lumber and 126,876 aS 

building products dealers, but at In ILLENOTS 

the lowest cost per page per AT THE TOP 


thousand. Result: More advertis- 
ers place more space in AL&BPM 
than in any other dealer paper. 


Bost Tose City in the Ta a 
mm * =— “American rssoss Tone 403,500 

i umberman ROCKFORD MORNING STAR 
29 Now oe 4 > Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC 
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‘Keeping Up with the 
News’ Is Guidebook 
to Reading Papers 


Cuicaco, Aug. 8—Science Re- 
search Associates has published a 
new booklet designed to guide 
young people in reading newspa- 
pers and evaluating news which 
appears in the press. 

“Keeping Up with the News,” 
as the volume is called, describes 
the function of newspapers, the 
problems which they face, and the 
factors which alter the news. In 
addition, the volume suggests 
methods by which youthful read- 
ers can form their own opinions 
about the issues on which newspa- 
pers report. 

Per G. Stensland, associate pro- 
fessor of the Institute of Citizen- 
ship at Kansas State College, and 
Larry Dennis, editorial writer on 
the Des Moines Register and Trib- 
une, are co-authors of the booklet. 

As their starting point, they cite 
five requirements for a free and 
responsible press which originally 
were presented in the report of 
the University of Chicago’s Com- 
mission on the Freedom of the 
Press 


e Although the five requirements 
supposedly represent the “ideal” 
or goal, the authors contend there 
are four factors that change the 
news—mechanical and_ physical 
limitations; influence of the hu- 
man element; hidden mean- 
ings that alter news (publicity 
material, e.g.), and the reader's 
own interpretation of the news. 

The authors also contend that 
pressures exerted by advertisers 
play an important role in altering 
news. “A newspaper's biggest 
group of customers,” they say, 
“are the advertisers, the businesses 
that pay for advertising space in 
its pages. On the average, about 
two-thirds of the income of the 
typical paper comes from its ad- 
vertising. Sometimes,” they insist, 
“newspapers have to be careful 
not to offend these advertising 
customers.” 

The booklet is part of Science 
Research Associates’ “Life Ad- 
justment Series,” and is aimed at 
the high school and junior college 
reader. Single copies are priced at 
40¢ 


Three Join N. W. Ayer 


John L. Heffron, formerly with 
Smith, Kline & French Laborato- 
ries, has joined the plans and mer- 
chandising department of N. W. 
Ayer & Son, Philadelphia. Cecil 
West, former free lance artist, has 
joined the agency’s art depart- 
ment, and Tauba H. Sass, former 
Army research psychologist, has 
joined Ayer’s copy research bu- 
reau as assistant to the director 


Takes Over Transit Concern 

Effective Sept. 1, Murray & 
Malone Co., Minneapolis, will take 
over the transportation advertis- 
ing operation of San Antonio 
Transit Co. 


Pillsbury Names Van Dale 


William J. Van Dale has been 
named Milwaukee branch mana- 
ger of Pillsbury Mills, succeeding 
the late J. Ralph Warren. 


WEST VIRGINIA 
Charleston, West Virginia's =1 Market. 
Blanketed By 
THE CHARLESTON DAILY MAIL 
1. Charleston, in the Magic Valley, is 
the Chemical Center of The World 

2. 1950 Average Family Income $6,087 
3. 1950 Effective Buying Income for 
Charleston & Kanawha County 


$317,184,000 
4. The Daily Mail Offers Effective 
Coverage in the 11 County Trade 


Zone 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


— GET OUR CITY ZONE FOLDER — 


Rapids-Standard Boosts Two 

George R. Brockway has been 
appointed v. p. in charge of sales 
and advertising, and Harvey M. 
Rasmussen has been named sales 
manager of Rapids-Standard Co., 
Grand Rapids, Mich. Mr. Brock- 
way formerly was v.p. and sales 
manager, and Mr. Rasmussen was 
assistant sales manager of the 
material handling equipment com- 
pany. 


Meredith Gets Film Interest 

Meredith Publishing Co., Des 
Moines, has purchased an interest 
in Princeton Film Center, Prince- 
ton, N. J., industrial motion pic- 
ture company, which is now mak- 
ing a home decorating film for 
Better Homes & Gardens, a Mere- 
dith publication. 


‘Foto-Test' Sold to KRLD-TV 

“Foto-Test,” a half-hour TV 
film produced by Walter Schwim- 
mer Productions, Chicago, has been 
sold to Station KRLD-TV, Dallas, 
and is being beamed weekdays, 
5:30-6 p.m. The show is being 
sponsored by the Ward Drug 
chain 


Company to Appeal 
Motion Picture Ad 


Monopoly Ruling 


New York, Aug. 8—Officials of 
National Screen Service Corp., 
manufacturer and distributor of 
standard motion picture theater 
advertising accessories, has re- 
fused to comment on a new mono- 
poly suit filed against the com- 
pany. 

A spokesman for the company 
refused to say whether the com- 
pany would appeal federal district 
Judge James R. McGranery’'s rul- 
ing in Philadelphia that National 
Screen monopolized the field of 
standard motion picture advertis- 
ing accessories because of its ex- 
clusive agreement with major 
distributors. 

In the involved suit brought by 
several plaintiffs against National 
Screen, while the court held that 
National monopolized, it also ruled 
in the action brought by Rio Hav- 
en Corp. that the latter had no 


right to bring suit on behalf of all 
independent theaters. 


@ Exhibitors who joined with Rio 
Haven were told to file separate 
suits unless an anticipated appeal 
reverses this decision 

In still another ruling, Judge 
McGranery failed to find the var- 
ious distributors conspirators in 
monopoly and restraint of trade 
The court, however, approved a 
motion by Independent Post Ex- 
change for summary judgment 
finding National Screen was a 
monopoly in the field of standard 
accessories for theater advertising 
and that it exercised exclusive 
control over the manufacture and 
distribution of such materials 

Parties to the suit were ordered 
to submit terms for a decree. 


Manney Joins Hopcratft-Keller 

Russell F. Manney, formerly 
with Batten, Barton, Durstine & 
Osborn; MacManus, John & Adams, 
and Campbell-Ewald Co. has 
joined Hopcraft-Keller Advertis- 
ing Agency, Detroit 


49 


Joins ‘Star’ and ‘Tribune’ 

Laurie Cavanaugh, director of 
member and public relations of 
the National Automatic Merchan- 
dising Assn., has resigned to join 
the promotion department of the 
Minneapolis Star and Tribune, ef- 
fective Aug. 15 


DAYTONA BEACH 


FLORIDA 
Florida's Year ‘Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 


1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity 

2. Over $59,000,000 effective buying in- 
income 

3. Over $60,200,000 retail sales 

4. A quality market index of 139 

5. 1950 total advertising 11,416,160 lines. 

SEND FOR OUR ADVERTISERS MERCHANDISING PLAN 


Represented | 


n Jacksonville 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


YOU'VE GOT TO (ACT BIG! TO 


Baltimore is Bigger . . . Richer, too! 
Since 1940 family population has in- 
. spendable income has 
almost doubled. And to reap your sales 
potential in Bigger, Richer Baltimore 
you need the keenest sales tool that will 


creased 28% .. 


cut the widest swathe. 


Today, successful advertisers in the 
Nation’s 6th largest city use the larger 
evening circulation of The Baltimore 


SELL BIG| 


IN BIGGER BALTIMORE 


News-Post to get 
of the Market. 


(197,000 plus). 
tion exceeds 225, 


their “sales-share” 


Advertising in The News-Post reaches 
more than 58% of City Zone families— 
Total net paid circula- 


For a detailed review of growth in 


copy of “A Visit 
Baltimore.” 


Baltimore ask your Hearst Advertising 
Service representative to show you a 


To Bigger, Richer 


A HEARST NEWSPAPER — REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE WITH OFFICES IN PRINCIPAL CITIES 
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Minneapolis Bakery 
Starts Restaurant 
Promotion Campaign 


MINNEAPOLIS, 
eat 


Aug. 7—“It’s fun 
the slogan Em- 
has adopted in 
advertising and public rela- 
program promoting the lo- 
cal restaurant industry here 
The which supplies 


ELIZABETH 


NEW JERSEY 


A We olthy Mar ae ~ — sur Product 


ELIZABETH DAILY. “JOURNAL 


out” is 


Baking Co 


to 
rich 
its 

tion 


company, 


. Metropolitan high spot of New 
Jersey. 
2. Union County market index 119. 


t. Net buying income $6923,788,000, 
4. Retail sales $417 ,354,000. 
ASK FOR ADOITIONAL MARKET FACTS 


Nationally Represe 


ted by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in oll principat advertising enters 
~~ GET OUR CITY ZONE FOLDER — 


restaurants, hotels and institutions, 
is using 24-sheet posters in Minn- 
eapolis and St. Paul on a year- 
round basis. Also covered are five 
of the surrounding communities. 
Emrich’s trucks carry 28” posters. 

Copy on the posters and truck 
signs will be changed monthly to 
correspond to various seasonal 
themes. All restaurants in the 
Twin City area are being supplied 
with point of sale kits at no cost. 
The Minnesota Restaurant Assn. is 
lending its support to the cam- 
paign. 

Associated Advertising Agency 
here handles Emrich’s account. 


WASHINGTON, Aug. 7—Depart- 
ment store sales during the week 
ended July 28 were 21% below the 
volume during the corresponding 
week a year ago. 

According to Federal Reserve 
3oard figures, department store 
sales during the first week of July 
were equal to sales volume in the 
same week last year. During the 
second week of July this year, 
sales were off 10%; during the 
third week, 23%, and during the 
latest week, 21% 

The losses, in themselves, sug- 
gest that retail sales throughout 
the nation are in a nosedive. How- 
ever, last year at this time the 
wave of war-scare buying was 
near its crest. Thus, appliances 
and TV sets, which were much in 
demand a year ago, continue to 
register the greatest losses 

Actually, dollar volume of 


William Lane Leaves WAGE 
William T. Lane has resigned 
as v.p. and general manager of 
Station WAGE, Syracuse, to enter 
other business. Before helping to 
found WAGE in 1941, Mr. Lane 
headed Lane Advertising Agency. 


Waltenberger Gets PR Post 
Esther Waltenberger has been 

appointed publicity and sales pro- 

motion director of the Cincinnati 


Symphony Orchestra de- 


Federal Reserve Figures on Sapesicantl Store Sales 


partment store sales in the week 
ended July 28 was equal to sales 
in the same week of 1948—the 
previous high—and about 12% 
above sales in the same week of 
1949. 

e In interpreting the data it is 


important to note 
centages reflect 
the dollar volume, not the unit 
volume. Allowances should be 
made, therefore, for price fluctua- 
tions. 


that the per- 
comparisons of 


Among the districts reporting to 
the Federal Reserve Board, the 
Minneapolis area (off 27%) re- 


corded the largest loss. The Kansas 
City and Cleveland districts were 
down 25% and the San Francisco 
and St. Louis districts reported 
23% drops. 
Largest 
city on the 


loss recorded by any 
tabulation was the 34% 


JEWELRY 


ip NDISING. TRADERS 


APD R aS: 


Like a copy of this 
new-as-tomorrow business 


paper? We'll be 


to send you one. 


for a trade that was ancient 


when the pyramids w 


editorial ach 


worth y of tomorrow 


MAGAZINE WINS FIRST PLACE INDUSTRIAL 


THE timeless arts of the lapidary and the profits for 


horologist are given new-as-tomorrow mer- __ retailer. 


chandising aid twelve months a year in the 


fact-and-fancy filled pages of JEWELRY ; 
, ; keting for 

MAGAZINE. And proof again of this publica- 
tion’s leadership is the First Place Award by : é 
é ; brea Se ; interesting 
Industrial Marketing for Editorial Achieve- 


ment. 

shown the 
Tue award is further proof of JEweLRy 
MAGAZINE’s editorial leadership, already so realize that 
strikingly demonstrated in its informed, up- —_ dise and-fa 


to-the-minute coverage of merchandise and their own 


the fashion trends that move more merchan- 
dise in the market. This coverage, geared to JEWELRY 
the fashion revolution that has transformed 


the industry, blazes a brilliant new path to —_z1NF. May 


happy 


J 


MAGAZINE 


ere new... 
levement 


Uses 


MARKETING AWARD 


manufacturer, wholesaler and 


We are indeed grateful to Industrial Mar- 


selecting JEWELRY MAGAZINE 


above all others. But our pudding has other 
-and-tangible-forms of advertis- 


ing proof. This year JEWELRY MAGAZINE has 


only advertising 


lineage GAIN 


in the entire field. Quality advertisers, who 


our emphasis on new merchan- 
shion trends ties in directly with 


market themes and objectives. 


Advertisers are putting more dollars into 
MAGAZINE because they are mak-* 


ing more dollars through JEWELRY MaGa- 


we show you our proof today? 


lewelr 


ELLIS PUBLICATIONS, Inc. * 381 FOURTH AVENUE « NEW YORK 16, NEW YORK 
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DEPARTMENT STORE 


SALES mex 


Week to July 28, '51* p235 
Week to July 29, '50*..295 
Week to July 30, '49*..209 
Week to July 31, "48*..235 
Month of June, °51*..p284 
Month of June, '50*....280 
| pPreliminary 
*Not adjusted seasonally. 


decline in Tulsa. None of the cities 
reported a gain. 
™~ Change from ‘30 


Week Ended 

Federal Reserve July July July 
District and City mM 21 2 
UNITED STATES —1le r—23  —21 
Boston District — —6 —19 
New Haven —13 —6 —1l4 
Boston 1 18 —20 
Lowell-Lawrence —l1 8 —30 
Springfield —3 —14 —12 
Prov idence —9 —20 —29 
New York District tr-l4 —18 
Newark 5r—20 —18 
Buffalo —7 —M4 —15 
New York 4r—l4 —18 
Rochester 5r—ll —l4 
Syracuse 10 r—21 —14 
Philadelphia District —_— —I —20 
Philadelphia 2-15 —21 
Cleveland District —ji -1i —25 
Akron 1 —25 —27 
Cincinnati 7 —7 —33 
Cleveland 6 —l17 —25 
Columbus -7 —12 19 
Toledo 8 —23 —23 
Erie 6 —l4 —16 
Pittsburgh 10 —18 —26 
Richmond District —r—is —w 
Washington —§ -—23 —21 
Baltimore 2 —7 —19 
Atlanta District —-i —4 —2e 
Birmingham 15 —19 —24 
Jacksonville 1-23 —9 
jiami ......... 15 —25 —14 
Atlanta —6 r—25 —26 
Augusta . i —2l ° 
New Orleans 23 26 —18 
Nashville 4r—26 —10 
Chicage District —_—i —-2 —19 
Chicago 5 —21 —13 
Indianapolis 7 —12 —17 
Detroit —9 —25 —26 
Milwaukee 0 —19 —25 
St. Louis District —u4 —23 —23 
Little Rock -13 —33 —24 
Louisville . -16 —25 —25 
St. Leuis Area 14 —17 —23 
Memphis 13 —33 25 
Minneapolis District —i3 rs —27 
Minneapolis -12 —29 —25 
St. Paul —16 —32 —33 
Duluth-Superior —7 —24 23 
Kansas City District —% — —25 
Denver —15 —26 —27 
Wichita -15 —19 —21 
Kansas City 40 5 —25 
St. Joseph —7 . ° 
Oklahoma City 26 31 —26 
Tulsa 3 —35 —H 
Dallas District —3 —2 —I18 
Dallas 18 —30 —22 
El! Paso 10 —26 —12 
Fort Worth 18 r—32 5 
Houston 146 —19 . 
San Antonio 35 41 —29 
San Francisco District —i9 —tl —23 
Los Angeles Area 18 —35 —26 
Oakland 21 —31 —25 
San Diego —21 —25 —24 
San Francisco 14 —23 —18 
Portland 23-33 —24 
Salt Lake City 8 —22 —2l 
Seattle 18 29 —14 
Spokane 1s —23 —9 


rRevised 
*Data not available 
| 


| Westhestey Leaves Mactadden 
George Weatherby, Los Angeles 
|manager of Macfadden Publica- 
| tions, has resigned to join Portable 
Electric Tools Inc., Chicago, as 
western division manager with 
; headquarters at 2500 W. 6th St., 
| Los Angeles. 


| Sullivan Joins ‘Standard’ 


} Joseph W. Sullivan, formerly in 
the advertising department of the 
| Indianapolis Star ‘aad News, has 
| been appointed manager of gen- 
eral advertising and merchandis- 
ing of the Standard-Examiner, 
Ogden, Utah. 


Mandelstam Made Copy Chief 

Theodore D. Mandelstam, on 
the copy staff of Henry J. Kauf- 
man & Associates, has been pro- 
moted to copy chief of the Wash- 
ington agency. 


HAVERHILL 


MASSACHUSETTS 
A Trading Zone Population Of 
104,479 Reached Thru The 


HAVERHILL GAZETTE 

1. World shoe making center. 

2. Western Electric Co. manufac- 
turing center 

3. Effective merchandise help. 
Business is good in Haverhill. 

REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers 


GET OUR CITY ZONE FOLDER 
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Elgin Watch Co. 
Offers Clerical 


Training Plan 


Etcin, ILi., Aug. 8—Elgin Na- 
tional Watch Co. has begun a new 
and continuing retail sales train- 
ing program for jewelry store per- 
sonnel, based on jewelers’ own 
estimates regarding the type of 
training materials most needed for 
their clerks. 

Neal G. Schenet, Elgin’s director 
of sales training, pointed out that 
the new program will answer the 
demand for more product infor- 
mation, but is not merely a collec- 
tion of selling arguments for speci- 
fic watches. Instead, information 
has been translated into consumer 
benefit terms. 

As an example, Mr. Schenet 
pointed to the part of the program 
which describes the three classi- 
fications of the Elgin line: Lord 
and Lady Elgin, Elgin DeLuxe and 
Elgin. 


s “It is only partially helpful to 
tell the clerk simply that Elgin 
DeLuxe watches have 10-karat 
gold filled cases,” he explained. 
“But it is extremely helpful if he 
can lay before the customer all 
three classifications of Elgin 
watches and describe the kinds of 
cases, dials and attachments for 
each, meanwhile pointing out that 
the higher priced the watch, the 
finer the materials. 

“He thereby gives the customer 
a valid explanation of quality as 
related to price, and he gives the 
customer more assistance, which 
is the key to successful retail 
salesmanship.” 

The new training program, 
known as “The Elgin Line,” con- 
sists of a series of eight-page units 
in a permanent binder. Four in- 
serts are being issued initially, 
with more planned in the near 
future. 


e Unit No. 1 summarizes the tech- 
nical information regarding all 
three grades of watches. It’s or- 
ganized for easy learning and is 
outlined in terms of benefits to 
the consumer. 

Unit No. 2 catalogs benefits to 
stress with various types of cus- 
tomers. A simplified chart lists 
selling points applicable to cus- 
tomers whose major concerns may 
be price, dependability, value, 
pride and prestige, quality or 
suitability. 

The third unit is essentially a 
short course in gemology as ap- 
plied to diamond timepieces. Mr. 
Schenet said this subject was 
chosen because jewelry clerks 
have so little opportunity of ac- 
quiring technical knowledge about 
diamonds, and also because dia- 
mond watches are one of the 
jeweler’s most profitable lines. 


s A wide variety of waterproof, 
sweep-second, automatic, trans- 
portation and other special watches 
are covered in the fourth unit. In 
it is stressed the importance of 
fitting professional watches to the 
customer's specific needs. 
“Although we concede frankly 


In CANADA 


THE STAR WEEKLY 
reaches more Canadians 


than any other publication 


It Can Help Your Company 
Increase Sales in Canada 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


— GET OUR’ CITY ZONE FOLDER — 


the value to Elgin in giving jewel- 
ry clerks this detailed product in- 
formation concerning our watch- 
es,” Mr. Schenet concluded, “our 
company in no sense regards its 
training program as a sales pro- 
motion venture for Elgin. 

“Our shopping surveys have 
demonstrated that efficiency of re- 
tail sales people is currently 30% 
under the acceptable normal level, 
due partly to a heavy rate of clerk 
turnover and partly to the store 
proprietors’ inability to devote 


enough time to training. If our 
program can help the jeweler 
solve this problem, and thereby to 
capitalize more effectively on his 
selling opportunities, we will be 
rewarded amply for our efforts.” 


RR Annual Set for ‘51 


Advertising forms for the new 
Railroad Supply Industry Year 
Book, published by Simmons- 
Boardman Publishing Corp., New 
York, will close Feb. 1. The rate 
for a 7x10” page is $300. 


MELVIN, 


NEWELL ZL 


RECTOR, inc, 


Finest printing costs less 
for Stewart-Warner. . -« 


“4 
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---thanks to the revolutionary economy 
of (cicoldated Enamel Papers 


Stewart-Warner’s Alemite Division has come 
a long way since its first’ high-pressure lubri- 
cation systen opened the way to modern 
motor trave§ thirty years ago. Today, more 
than 50,000 lubrication outlets are members 
of Alemite’s nationwide dealer network. 
Naturally, the rapid and widespread growth 
of this vast dealer organization has placed 
ever-increasing demands on Alemite’s printed 
materials. Dealer publications, product litera- 
ture, and other sales materials now consume 


dons of fine enamel papers each year. 


i 


Fortunately forthe budget, Stewart -Warner 
specifies Consolidated Enamel Papers for 


many of the enamel printing needs of all¢ 


> 


divisions. The savings average 15 to 25'% of 
the cost of old style, premium-priced enamels. 
This is the result of the revolutionary process 
Consolidated pioneered which produces 
highest quality enamel paper at lowest cost. 

Right now, we're supplying trial sheets to 
many business concerns and printers for tests 
of quality with any other papers in use, We'll 


be glad to include vou. 


ENAMEL 
PAPERS 


PRODUCTION GLOSS @© MODERN GLOSS © FLASH GLOSS 


GCONSOLIDATED WATER POWER & PAPER COMPANY * 
Main Offices: W! 


Rapids, W 


Makers of Consoweld—decorative and industrial laminate 
* Sales Offices: 135 So. Le Salle St., Chicago 3. itlinors 


— 


51 


creators of 


properly planned 
publicity 


HOLLYWOOD PLAZA HOTEL 


HOLLYWOOD 28, CALIF. 
Glodstone 1131 


Teletype L.A. 710 


ts the direct result of 
the enameling method 
which Consolidated 
pioneered. Operating as a 
part of the papermaking 
machine, it eliminates 
many costly steps still 
required by other 
papermakers and 
produces highest quality 
paper, simultaneously 
enameled on both 

sides, in a single 
high-speed operation 


T=" 


Sa Me ae. See amy 7 ——lt~«~<‘“‘“‘(i‘(<‘“<‘ kT ll ee | eo 
be : F ieee 
meee 
& ae 
R53 
a a 
*e . ts ee 
ee 
: + 
ole 
CRS 
ee 
. a ot 
s 
a > 
- : ot 
oe 
t ote 
j tg . 
tal : pe 
, _. = 
* we a 
Pr : ee 
. = 
« fog x a 
. 7 ee 
~~ ie 
a o / en. 
~~ 
e4 Sm 5 
a ae ae Meee a eS as ‘ ony = 
3 - eg ae y & re poe 
, an * : Na a ef a a. 7 = 9 
Sy 2. ee ps =. 3 “ee 
ee E ; ae ae E ae ’ a 
S/ 4 i f a el, 
) eee , : . _— ieee a 
- oe a g i ee, eee ate 4 
» ea? > | — . cor Sie 
: i ’. . 2— ae 
; oe ~ |) a 
na ae Se i. jae i ae 
¢ : +) ry a _: 
> \ 3 j Le oe } ak: or. | Beak. 
’-" We \ 2 : |] S = BS 
i 2 =? : i= mf . * e : 
: 4 CN hy ea a 
++ oad Se a . ae —_* d 198 
e. rn Wee CMa os 
: > . re. cs . -— > a - Saee 
. +a = ~— .\W: ) eae eae ad 2 — ge 
7 are as ¢ 7 ae 
a a Ay % \. oOo Sees 
iF phy ile &. chem Soe 1 
— : ° \ , as 
~ “ant , as . > ate 
e } . mr ft 
f % “ =F S . "S o) : e. 
—_ F { '- s Ps 
* & % \ ‘ oe 
\ ae 
' - | +t , D ot. 
. : U ‘ i | 5. sp 
i eee ba i e : Bes. cy 
4 —s 0 ee ys. 
; ! : . e a % oh 
— ; am 
ae 
ot ae 
. 
j — 7am re 
| if . 
i as 
| , Finest enamel paper ' ee 
eee quality at lower cost RN 
qq “gl 
x une 
ee 
ion ee 
oF Se 
Fay, 
a 
| Rie! 
{ $ a ae 
Cs Re 
WW a a 
> | Ra 
| nf, 
: } v Prey: 
j . FF 
fee 
ee 
oe 
ae. 
>, eee 
| ee 
Aged 
te 
. Py 
tees 


4 
f 
 # 
ct: T 
iF 


52 


Bovril Sets Biggest Campaign 

Bovril of America, New York, 
will launch in September what it 
claims to be the biggest ad cam- 
paign ever put behind a meat ex- 
tract. Newspapers, radio and TV 
spots, and half-pages in Life and 
business papers will be used in an 
effort to expand markets rapidly, 
AA was told. Hilton & Riggio re- 
cently took over the account from 


Victor A. Bennett Co. (AA, June 
4) 
LYNCHBURG 


VIRGINIA 


An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$61,459,000, 
’, Quality of market index 109. 
*. City zone population 50,339, 
j. Lynchburg cannot be sold from 
the outside. 

ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 
WARD-GRIFFITH. CO. 
The Ward-Griffith Co. maintains offices 

oll principal centers 
— GET OUR CITY ZONE FOLDER — 


Los Angeles Mortuary Wins BotA Award for 
Best Newspaper Ad Drive on Pacific Coast 


Los ANGELES, Aug. 7—Awards 
for the best general newspaper ad- 
vertising campaign in the annual 
competition of the Pacific Coast 
division of Bureau of Advertising 
were presented last week to Pierce 
Bros. mortuary and its agency, 
Erwin, Wasey & Co. 

Although actually made last 
week, the BofA awards were an- 
nounced at the Advertising Assn. 
of the West convention in Denver 
in June (AA, June 25) 

“When we took our account to 
Erwin, Wasey in June, 1950,” Wil- 
lam J. Veneman, public relations 
director for Pierce, said in accept- 
ing the award from Russell Eller, 
president of the Los Angeles Ad 
Club, “we explained two basic 
facts about our business: 

“1. Our experience has shown us 
that, at time of need, the family 


wants the funeral adviser to 
arrive as quickly as possible. 
“2. Because Los Angeles is so 


spread out, our major competition 
is not other large funeral organi- 
zations, but rather the small neigh- 
borhood mortuary 


@ “We needed a campaign which 
capitalized on the fact that Pierce 
Bros. is a neighborhood mortuary, 
so that no one arrives more 
promptly at time of need than the 
Pierce Bros. funeral adviser,” Mr. 
Veneman added. 

For the prize-winning campaign 
Erwin, Wasey developed the theme 
“Only 10 Minutes Away.” A series 
of ads was written showing the 
funeral adviser in several differ- 
ent situations—arriving at a fami- 
ly’s house, driving his car to a 
call, seated talking in the house, 
saying into his office phone: 
“Don’t worry...I'll be there in 10 
minutes,” etc. 

During the campaign 1,500- and 
1,000-line ads were run once a 
month in Los Angeles’ five metro- 


Which reaches more families 


» HOUSTON? 


Here are the coverage facts 


(Corporate Limite) 


_ eee | 


COLLIER’S.........10% 


POST.........8% 
LOOK.........6% 


PArAME. 39% rasa ininan 


of 20% coverage in 69 


with the Houston 


Post 


and the picture is similar 
in all Parade cities of origin 


The Sunday Picture Magazine 


adjacent markets of 1,000 


or more population 


Providing a Minimum of 20% Coverage in nearly 


2000 Markets 


Vhe arrived in 
2 only 10 minutes 
re 


ee 


onbemmas Prexce Brora ERS 


BEST ADS—One of the 1,500-line news- 

paper ads prepared by Erwin, Wasey & 

Co. for the prize-winning Pierce Bros. 
campaign. 


politan newspapers. Smaller 
adaptations of these ads were run 
three times a month in every 
community paper where Pierce has 
a mortuary, and other small ads 
were scheduled twice monthly in 
all communities outlying each 
Pierce unit. 


e In addition to the newspaper 
schedule, the “Only 10 Minutes 
Away” theme was used on a series 
of selected outdoor bulletins lo- 
cated on major traffic arteries and 
near all Pierce mortuaries. 

An interesting sidelight of the 
campaign has been some of the 
questions asked of Pierce funeral 
advisers, such as: “Do you really 
get there in 10 minutes?”...“But 
you don’t look like the man in the 
ads,”’. . .etc. 

The agency is now experiment- 
ing with a supplementary cam- 
paign, a question and answer series 
on funeral etiquette and practices. 
Sample questions already sent in 
include: “How do I address the 
card on flowers I send to the 
funeral home?”...“Is it true the 
government allows $150 toward 
the burial of a veteran?”...“Are 
black veils necessary for women 
at funerals in So. California?” 


@ Pierce Bros. was founded in 
1902 and is still operated by mem- 
bers of the Pierce family. Today, 
with 13 neighborhood mortuaries, 
it handles about 6,000 funerals a 
year, approximately 15% of the 


| Grove Laboratories, St. 
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funerals in the greater Los Angeles 
area. 
Pierce has long been a consistent 
| advertiser, and claims to be the 
| first mortuary to put prices in its 
jads. An affiliated organization, 
Pierce Insurance Co., was the first 
company in the West to bring out 
| —and advertise—a funeral service 
| policy, according to Pierce Bros. 
Other award winners (and their 
agencies) in the general newspaper 
advertising competition: 2nd place, 
Rodman Chevrolet Co. (C. P. Laval 
| Agency), Fresno; 3rd place, South- 
lern Pacific Co. (Foote, Cone & 
Belding), San Francisco; 4th 
place, Farmers & Merchants Na- 
tional Bank (C. B. Juneau Inc.), 
| Beverly Hills. 


Grove Sponsors on ABC-TV 
Louis, 
through Gardner Advertising Co., 
| will sponsor “Tales of Tomorrow” 
| (ABC-TV) on alternate Fridays, 
| 9:30 p.m., EDT, starting Sept. 21. 
| Alternating with Grove will be 
Jacques Kreisler Mfg. Co., North 
Bergen, N. J. (Hirshon-Garfield) , 
under whose auspices the new Fo- 
ley and Gordon drama started last 
week. 


Erwin. Wasey Names Three 


Russell H. Nagle has been ap- 
pointed director of merchandising 
and research of Erwin, Wasey & 
Co., Los Angeles, with Kenneth F. 
Curry named as his assistant. A 
former staff engineer of George 
Fry & Associates, Roger M. John- 
son, has been appointed research 
manager in the Los Angeles office. 


Newspaper A. M.s Elect 

Hector L. Alexander of the 
Colonist and Times, Victoria, B. C., 
has been elected president of the 
Western Daily Newspaper Adver- 
tising Managers Assn. of Canada. 
Other officers are: Len Roper of 
the Herald, Calgary, Alta., v.p., 
and John Toogood of the Van- 
couver Sun, secretary-treasurer. 


Chevrolet Signs TV Football 


Chevrolet Dealers of Greater 
Miami have signed to sponsor 
“Touchdown,” a 30-minute foot- 


ball newsreel, over Station WTVJ, 
Miami, for 13 weeks beginning 
Sept. 27. Campbell-Ewald Co., De- 
troit, is the agency. 


Goldsberry to Seiberling 


David R. Goldsberry, formerly 
on the Messenger, Athens, O., has 
joined the public relations depart- 
ment of Seiberling Rubber Co., 
Akron. 


America’s finest 


photoengraving plant 


Collins, Miller & 
Hutchings we 


207 North Michigan, Chicago 
FRanklin 2-5854 
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sold more than 1,000,000 of the 
original model rack. A new model 
was brought out in October, 1949, 
and has sold almost another 1,000,- 
000 since that time. It is handled 
by 800 department stores, 300 
jobbers and 23 national chains in 


Burlington Brewing Plans 
Increased Newspaper Ads 

Burlington Brewing Co., Bur- 
lington, Wis., has announced a 
“substantially increased” newspa- 
per campaign for Van Merritt 
beer. 


C. Ketler Jr., Burlington president, 
said, “and we thought this addi- 
tional newspaper advertising 
would send them still higher, es- 
pecially during the extremely hot- 
ter-than-usual weather predicted 
by the government for the month 
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until early winter, and if sales 
continue mounting we might con- 
tinue it indefinitely.” Critchfield 
& Co., Chicago, handles the ac- 
count 

Mr. Ketler also announced that 
the brewery's executive and sales 
the 


offices are now located in 
Board of Trade Bldg., Chicago. 


of August. The extra newspaper 
campaign, however, will continue 


“Our sales are showing a steady 


the country. > 3 
growth in most markets,” Albert 


Previews Appoints Bothwell 

Previews Inc., national real 
estate clearing house, has appointed 
W. Ear! Bothwell Inc., New York 
and Hollywood, and its affiliate, 
Hamilton Advertising Agency, Chi- 
cago, to handle all advertising in 
national magazines and metropoli- 
tan newspapers. Moore, Coghlan & 
Associates formerly had the ac- 
count. 


Lists Wisconsin Executives 


THIS IS ‘‘BILL’’ SAUERBERG ( Another W-G Salesman) 


William W. Sauerberg joined our organization more than twenty years ago after 
several years’ experience as a media buyer for a prominent advertising agency 
Bill is a dynamic, effective salesman doing an intensive job with advertising agencies 
manufacturers and their district and territorial offices. He is a member of Alpha 
Ita Sigma, an honorary advertising fraternity, and a well qualified public speaker 
on the subject of advertising. Bill, as well as any Ward-Griffith salesman, will be 
giad to help you with your advertising problems 
Please note individual advertisements of our newspapers throughout this issue 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


+ Bs Park Lexington Building Plaza 5-7028 NEW YO 
Wisconsin Manufacturers’ Assn. Wrigiey Building | " Superior 1.2088 Cuscage 
: s63 nera tor uildi Trinity 3-6 

on ares the a + of Statler Office Building Liberty 2-5669 BOSTON 
ee ss Vv s 5 arietta Street be == - 1231 ANTA 
assified Directory of Wisconsin 215 Builders Building , CHARLOTTE 
Manufacturers,” which lists key Russ Build yukon 2-6028 FRANCISCO 
Lincoln Liberty Building 7 S OWILAD’ ELPHIA 


personnel of more than 5,000 com- 
panies. 


OUR CITY ZONE FOLDER 


EYE-CATCHER—Yale & Towne Mfg. Co. 
is using this point of purchase display, 
featuring six Yale nightlatches, as the 
backbone of its nightlatch promotion cam- 
paign to break Sept. 29 in The Saturday 
Evening Post and in August issues of hard- 
ware magazines. Local tie-in newspaper 
advertising by retailers supplements the 
drive. Ruthrauff & Ryan handles the ac- 
count. 


Western Woods Will 
Introduce New Line 
of Kitchen Products 


PORTLAND, Ore., Aug. 8—A new 
line of wooden kitchen products 
will be introduced later this month 
by Westerr Woods Inc., a subsidi- 
ary of Dor,File Mfg. Co. 

The initial line will consist of 
a spice rack, herb rack, cleanser 
rack, knife holder and hamburger 
press. The items will be featured 
in several nationally distributed 
gift catalogs, including those of 
Marshall Field & Co., Chicago: 
Joseph Breck, Boston; and Allied- 
Western, San Francisco. 

Seven other items, including 
cutting and pastry boards, will be 
added later this month, and West- 
ern Woods expects to increase its 
line to 25-30 items by the first of 
the year. All products are pack- 
aged in two-color display cartons. 

Advertising and promotional 
material for the line is being pre- 
pared by Morton & Clyde Adver- 
tising, and national magazine and 
trade publication schedules will 
start in September. 


“More overtime in the 


stencil department! 


How can we stop it?” 


it, sit 


s Dor-File decided to introduce 
its Western Woods products when 
government restrictions on the use 
of metal prevented further expan- 


sion of the company’s line of 

; aluminum kitchen items. However, ’ 
Dor-File continues to manufacture 
its aluminum products and has just ’ 


} distributed prizes to winning job- 
bers in a new display panel con- 


Yes, you'll find that Hammermill Mimeo-Bond will your mimeographed pieces on a “signal system 


} test. . step up your office efficiency in many ways. It’sa_ color” readily identified as your own. Send the 
L. M. Hobson, president of the timesaver—5,000 copies from a single stencil, and coupon for an up-to-date sample book. 
company, conceived the idea for <-oge eh - 
s an aluminum spice rack in 1946. every one clear, sharp, clean, easy to read, the We'll include the Hammermill idea-book, ‘Better 
He manufactured the item in the kind that invites reading and creates sales. Stencil Copies,”’ which will help you get the best 
* basement of his home in Walport, And H. il] Mi Bond . hi f 1 dupli . . 
Ore.. and eventually added other ammerm) imeo- comes in white out of your stencil duplicating equipment. No 
products to the line, which he and seven distinctive colors, enabling you to put cost or obligation. 


called Dor-File. 
Mr. Hobson soon set up opera- 
Ys tions in Portland and eventually 


NORTH CAROLINA 
A Self-Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $16,261,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Natior 


You can obtain business printing on Hammermill papers wherever you see this 
shield on a print shop window. Let it be your assurance of quality printing. 


AMMERMIL,; 
Bein L 


s Vv . HAMMERMILL MIMECORAPH PAPER 


Hammermill Paper Company, 
1459 East Lake Road, Erie 6, Pennsylvania 


of Hammermill Mimeo- 
to help me get the best 


Please send me — FREE —the sample book 
Bond and a copy of “Better Stencil Copies" 
out of my stencil duplicating equipment 


Name_ —_ 


ally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 
in all principal advertising centers 
GtT Our CilY ZONE FOLDER 


Position ____ 


LOOK FOR THE WATERMARK iT IS 
(Please attach to, or write on. your Gusinces letterhead 


HAMMERMULL'S WORD OF HONOR TO THE PUBLIC 
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Advertising Volume Figures for July Issues of Business Papers 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


ard 7x10” advertising pages 


Pages 

INDUSTRIAL GROUP 1951 1950 
Aero Digest 62 51 
Aerorautical Engineering 

Review 51 33 
American Aviation (bi-w.) 5s *51 
American Brewer 45 55 
American Builder 130 145 
American City 122 119 
American Dyestuff Reporter 78 74 
American Machinist (bi-w.) 395 *322 
American Printer 7 28 
Analytical Cremistry % 28 
Architectural Record 189 147 
Arts & Architecture 18 20 
Automotive Industries 

(semi-ma. } 217 155 
Aviation Age *105 *37 
Aviation Week 210 *137 
Bakers’ Helper (bi-w.) = 129 
Bedding & 76 
Better Roads 26 31 
Boxboard Containers 40 39 
Brewers Digest 35 43 
Brick & Clay Record 39 44 
Bus Tra rsportation 80 $1 
Buta xe-Propane News 

(4! 9x6! 2) 77 Lat) 
Butter, Cheese & Milk 

Products Journal 35 43 
Canrer (w) “51 *65 
Ceramic industry *53 "66 
Chemical & Engineering 

News (w.) 170 152 
Chemical Engineering 300 *247 
Chemical Processing 149 121 


iF YOUR MARKETS ARE 
SHIFTING LIKE CRAZY. .. 


here's one constant it 


pays to keep in mind 


Despite the many changes in industrial 


markets, it remains true that the cream 


/ of the general industrial market is 


still in the larger and faster growing 


plants. 


These are the plants that buy the 


: 
most equipment, parts, materials. They 


are the plants with the best ratings, 


the soundest credit. They are the 
plants most interested in product news 
and information needed for continu- 
ous production and for developing new 


lines and new production facilities. 


And they are the plants that have 
requested regular receipt of Industrial 
Equipment News, industry's first and 
complete product information 
service. Over 56% of IEN 
are in plants rated $1,000,000 and 
over, and 86%, are in plants rated 
$100,000 and over. 


mos} 


readers 


To help you analyze the industries 
and type of plants receiving Industrial 
Equipment News we have a new 
Media Data file folder containing our 
NIAA Report 1EN Plan, CCA 


Statement, and other pertinent infor 


the 


mation. Send for your new IEN Media 
Data file. 


461 Eighth Avenue, New York 1, N. Y. 
REPRESENTATIVES—-BOSTON + CHICAGO 


CLEVELAND + DETROIT + INDIANAPOLIS 


LOS ANGELES + PHILADELPHIA~ PITTSBURGH . 


Pages 
1951 1 
Chemical Week 86 87 
Civil Engineering 43 4 
Coal Age 149 §223 
Coal Mining 19 18 
Commercial Car Journal 173 162 
Construction Digest (bi-w.) 162 "140 
Constructioneer *178 *153 
Construction Equipment 52 25 
Construction Methods & 

Equipment 8°139 §°126 
Construction News Monthly 78 *78 
Constructor §127 8104 
Contractors & Engineers 

Monthly (9%4x14) 98 93 
Dairy Record 67 65 
Design News 170 120 
Diese! Progress (9x12) 43 58 
Distribution Age 54 53 
Drilling 98 89 
Drug & Cosmetic Industry 85 *95 
Electric Light & Power 80 3 | 
Electrical Construction & 

Maintenance §224 145 
Electrical Engineering 62 37 
Electrical South 50 
Electrical West 66 65 
Electrical World (w.) *320 "343 
Electronics 229 *155 
Engineering & Mining 

Journa 3203 114 
Engineering News-Record 

(w.) 325 *298 
Excavating Engineer 4 33 
Factory Management & 

Maintenance 230 188 
Fire Engineering 40 38 
Fleet Owner 154 102 
Food Engineering 101 107 
Food Packer 28 35 
Food Processing 61 4 
Foundry *168 15 
Gas 53 63) 
Gas Age (bi-w.) 72 69) 
Heating & Ventilating 7 59 
Heating, Piping & 

Aw Conditioning 138 141 
Ice Cream Review 67 76 | 
Industrial & Engineering 

Chemistry 115 102 
Industrial Finishing 

(4! x6!) *75 *73 
Industry & Power 90 75 
Inland Printer 43 41 
Interiors 82 78 
Iron Age (w.) *509 *410 
Lumberman “112 "104 
Machine & Tool Blue Book 

(4) 2x6! 2) 227 167 
Machine Design *180 *172 
Machinery §292 215 
Magazine of Building 185 148 

| Manufacturers Record *30 *28 
| Marine Engineering & 

Shipping Review 78 68 
Mass Transportation 25 18 
Materials & Methods 157 101 
Mechanical Engineering 109 105 
Mechanization 90 85 | 
Metal Finishing $103 59) 
Metal Progress 110 $1 
Milk Dealer 77 
Mill & Factory 174 “175 
Mining Engineering 18 19 
Modern Machine Shop 

(4! 9x6!) 253 189 
Modern Metals 34 26 | 
Modern Packaging "12 *135) 
Modern Plastics *137 *120 
Modern Railroads 98 
National Petroleum News 

(w.) 103 lll 
National Provisioner (w.) 124 135 
National Safety News 57 | 
Oil & Gas Journal (w.) §"560 §*521 
Organic Finishing ll 10 
Pacific Builder & Engineer 88 80 
Packaging Parade (9%,x12) 67 58 
Paper Industry 66 57 
Paper Mill News (w.) §*142 §*108 
Paper Trade Journal (w.) §160 113) 
Petroleum Engineer §*367 §*278 
Petroleum Processing 65 5 


Petroleum Refiner *153 *144 
Pit & Quarry sris4 §*169 | 
Plant Engineering 86 63 
Plating §97 37 
Power 149 186 
Power Engineering 69 57 
Practical Builder 108 115 
Printing Magazine *47 *41 
Product Engineering 281 *194 
Production Engineering & 

Management 135 82 
Products Finishing 

(4! 2x6! 2) 75 57 
Progressive Architecture 96 96 
Purchasing 205 *150 
Quick Frozen Foods & the 

Locker Plant 60 71 
Railway Age (w.) §228 §203 
Railway Engireering & 

Maintenance 52 51 
Railway Mechanical & 

Electrical Engineer 7 74 | 
Railway Purchases & Stores 127 121 
Railway Signaling & 

Communications 39 31 
Roads & Streets §1 71 
Rock Products 85 *86 
Southern Lumber Journal *78 *68 
Southern Lumberman “150 "143 
Southern Power & Industry 71 
Steel (w.) "448 *378 
Supervision 5 3 


PATERSON 


NEW JERSEY 
trd City In New Jersey Covered With 
THE PATERSON 
In 1950 the Morning Call carried 
more than 7,000,000 lines of loca 
advertising. Department Stores and 


national chain food companies 
know, from long experience, the 
people of Paterson read and are 


nfluenced by their advertising um 
the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


| Florists 


National Bottlers 


Telephone Engineer 
(semi-mo. ) 

Telephony (w.) 

Textile Industries 

Textile World 

Timberman 

Tool Engineer 

Tooting & Production 
(5x7! 2) 

Traffic World (w.) 

Utilization 

Wastes Engineering 

Water & Sewage Works 

Water Works Engineering 

Welding Engineer 

Western Canner & Packer 

Western Construction 

Western Industry 

Wood Worker 

Woodworking Digest 


World Petroleum 
Total 


PRODUCT NEWS GROUP 


Volume figures for product news information pub- 
licatioas are reported in 1/9 page units (approx 


3! 4x43”) 
Electrical Equipment 
Industrial Equipment News 
Industrial Maintenance 


| New Equipment Digest 


Plastics World 

Product Design & 
Development 

Transportation Supply News 
Total 1/9 pages 


TRADE GROUP 


| Air Conditioning & Refriger- 


ation News (w.) 

(11! 9x16) 
American Artisan 
American Druggist 


| American Lumberman & 


Building Products 
Merchandiser (bi-w.) 
Boot & Shoe Recorder 
(semi-mo.) 
Building Supply News 
Chain Store Age— 
Administration Edition 
Combinations 
Druggist Editions 
General Merchandise— 
Variety Store Editions 
Grocery Editions 
Department Store Economist 
Domestic Engineering 
Electrical Dealer 
Electrical Merchand s. 
(9x12) 
Electrical Wholesali ay 
Farm Implement News 
(semi-mo. ) 
Review (w.) 
Fueloil & Oil Heat 
Geyer's Topics 
Glass Digest 
Hardware Age (bi-w.) 
Hatchery & Feed 
Hosiery & Underwear Review 
Hosiery Industry Weekly 
Hosiery Merchandising 
Implement & Tractor (bi-w.) 
Implement Record 
Industrial Distribution 
Jewelers’ Circular-Keysto e 


| Leather & Shoes (w.) 


Lingerie Merchandising 
Liquor Store & Dispenser 
Motor 
Motor Age 
Motor Service (4! 4x6! «) 
NJ (National Jeweler, 
(53 gx7%9) 
Gazeve 
Office Appliances 
Photographic Trade News 
Plumbing & Heating Bus:. ess 
Plumbing & Heating Journal 
Plumbing & Heating 
Wholesaler 
Poultry Supply Dealer 


Metal Worker 

Southern Automotive Journal 

Southern Hardware 

Sporting Goods Dealer 

Sports Age 

Super Market Merchandising 

Variety Merchandiser 
(459x652) 

Wood Construction & 
Building Materialist 
Total 


CLASS GROUP 

Advertising Age (w.) 
(104414) 

American Funeral Director 

American Hairdresser 

American Restaurant 

Banking (7x10-3/16) 

Billboard (w.) 
(1034x1534) 

Chain Store Ane— 
Fountain Restaurant 
Combinations 

Cleaning & Laundry World 

Dental Survey 

Fountain Service 

Hospital Maragement 

Hotel Management 

Hotel Monthly —_. 

Hotel World-Review (w.) 
(9! gx14) 

Industrial Marketing 

Journal of the American 
Medical Association (w.) 

Laundry Age 

Medical Economics 
(4! 4x634) 

Modern Beauty Shop 

Modern Medicine (semi-mo.) 
(4! 4x634) 

Nation's Schools 

Oral Hygiene 
(4-5/16x7-3/16) 

Proceedings of the I. R. E 

Restaurant Management 

School & College 
Management (9! px1134) 

School Executive—Schoo! 
Equipment News 


Total 
EXPORT GROUP 


American Automobile 
(overseas edition) 


- not in standard 7x10” pages. 
294 


52 


Business Paper Ad 
Linage Up Record 
9.4% During July 


Cuicaco, Aug. 7—July adver- 
tising volume in 257 business pa- 
pers reached a new high for the 
year, with an increase of 9.4% 
over the same month last year, ac- 
cording to Indusirial Marketing’s 
monthly tabulation of business pa- 
per figures. 

Figures for the first seven 
months of the year also showed a 
record gain of 65%, or 12,716 
pages, as compared with last year. 

A 14.1% gain was reported in 


| July by the 154 industrial publi- 


cations in the tabulation, with a 
10.3% gain for the year to date 
Seven product news publications 
showed an 18.4% increase for the 
month and 13.7% for the year to 
date 

The 52 trade papers were the 
only group to show a loss in July, 
dipping 2.8%. This group also is 
down 4.2% for the year, The 26 
class publications reporting were 
up 1% for the month and 3.7% for 


40| the year, while the 18 export pa- 


pers gained 3.4% for the month 
but were down 0.5% for the year 
to date. 

MONTH OF JULY 


Pages Pages 

1951 1950 
Industrial 18.092 15.859 
Product News* 2.205 1,863 
Trade 5.418 5,572 
Clas 2.089 2.069 
Export 1,054 1,019 


Figures are for one-ninth page ‘standard units.” 


Pages 
1951 1950 

| American Exporter 

(2 editions) 160 172 
American Exporter Industrial 

(2 editions) 177 166 
Automovil Americano 71 65 
Caminos y Calles 27 28 
Embotellador (quarterly) 45 34 
| Farmaceutico 58 53 
| Hacienda (2 editions) 90 99 
| El Hospital 17 14 
Ingenieria Internacional 

Construccion 56 63 
Ingenieria Internacional 

Industria 74 69 
McGraw-Hill Digest 23 27 
Petroleo Interamericano $81 47 
Pharmacy International 25 24 
Revista Aerea 

Latinoamericana 5 10 
Revista Rotaria 4 5 
Spanish Oral Hygiere 

(4-5 16x7-3 16) 38 
Textiles Panamericanos 51 49 

Total 1.054 1.019 


30 
5*49 | 
138 | 
*59 
106 
116 | 
66 


80 | 


| New 


SIncludes a special issue 

*Includes classified advertising 

Estimated 

Two issues 

Three issues 

Four issues 

Five issues 
7x10 units sold as pages 
Does not include advertising in special Western 
Section 


Oneida Plans Color Ads 


Fifteen national magazines will 
carry Oneida Ltd. pages for Com- 
munity silverplate during the last 
four months of the year. A number 


| of color ads will have cover posi- 


tions. The magazines are Ameri- 
can Brides, Charm, Cosmopolitan, 
Glamour, Good Housekeeping, 
Household, Ladies’ Home Journal, 
Life, Look, Mademoiselle, McCall's, 
Quick, Redbook and Woman’s 
Home Companion 

The ads, placed by Batten, Bar- 
ton, Durstine & Osborn, will be 
aimed primarily at the bride-age 


market. Illustrations will con- 
tinue in the sentimental “for 
keeps” situation tradition. Oneida 


calls the campaign “the most in- 
tensive fall drive ever planned for 
Community silverplate.” 


CBS-Radio Boosts Sirmons 


James Sirmons 


has been pro- 
moted to manager of network 
operations for the radio division 


»f Columbia Broadcasting System, 
York. His department will 
be confined to radio, excepting the 
announcing staff, which will serv- 
ice both AM and TV. 


Dierssen Joins ‘World Ports’ 


Marshall B. Dierssen, formerly 
representative of the Port of Balti- 
more in Washington, has been ap- 
pointed advertising manager of 
World Ports, Washington 


Pozner-Zabin Moves 

Pozner-Zabin Advertising has 
moved to 95 Madison Ave., New 
York. 


Advertising Age, August 13, 


SALES BAIT—This humorous three-dimen- 
sional counter display is being used by 
Uncle Josh Bait Co., Fort Atkinson, Wis., 
to sell muskie strip bait. Milprint Inc. 
produced the display. 


DuMont Tells Plans 


for Huge Television 


Center in New York 


New York, Aug. 7—DuMont 
Television Network last week un- 
veiled plans for its huge new TV 
center, which is under construc- 
tion and will be available for lim- 
ited use by Oct. 1 

The center will be housed in 
New York's old Central Opera 
House on East 67th St. It is a 
seven-story building and_ will, 
when completed, contain five stu- 
dios for live telecasts and two for 
the coordination of film and re- 
mote programs. All of the DuMont 
network's technical, engineering 
and programming staffs will be 
concentrated in the new center. 

The center will incorporate sev- 


eral construction features designed 


to aid DuMont in applying its low- 
cost-of-production policy to virtu- 
ally all programs, according to 
Chris J. Witting, the network's di- 
rector and general manager. 


@ Such features, Mr. Witting said, 
will include construction of per- 
manent which, with super- 
ficial changes, can be utilized in a 
variety of ways, thus eliminating 


sets 


substantial items of cost from 
many shows 
Facilities are so laid out as to 


permit the maximum use of space 
and to allow the widest latitude 
for directors and for the seating of 
audiences. There will be no fixed 
seats, which will make it possible 
to seat studio audiences in differ- 
ent parts of the studios, depending 
on the audience size and the type 
of telecast 


Newspaper Controllers Meet 

Newspaper budgets, records, 
management, and taxes and costs 
will figure largely in discussions 
at the fourth annual meeting of the 
Institute of Newspaper Controllers 
& Finance Officers at the Statler 
Hotel, New York, Sept. 23-26. 

A feature of the meeting will be 
a series of “split sessions” on Sept. 
25 with newspapers and their 
problems considered according to 
size of circulation. The categories 
will be under 15,000, between 15,- 
000 and 50,000, and over 50,000. 
Major speakers will include Ar- 
thur H. “Red” Motley, Parade Pub- 
lication, New York; Cleve Rum- 
ble, labor attorney and personnel 
director of the Louisville Courier- 
Journal and Times, and Emmett J. 
Leahy, president, National Records 
Management Council. 


Scott Paper Reports Iacome 
Net sales of Scott Paper Co., 
Chester, Pa., were $61,820,634 for 
the six months ended June 30, as 
compared with a sales figure of 
$47,291,805 through July 2 of 1950. 
Net earnings for the first half of 
‘D1 were $3,429,452 or $1.82 per 
common share, topping the °50 
earnings per share of $1.63. 


Names Cecil B. Stevens 

Arrow Transportation Co., Port- 
land, Ore., has named Cecil B. 
Stevens, formerly with Standard 
Oil Co. of California, as its new 
public relations director. 
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‘Stores’ Examines Magazine Tie-ins, 
Tells What Types Retailers Prefer 


New York, Aug. 10—Promotion- 
al tie-ins offered by consumer 
magazines to department stores 
are examined in a 20-page re- 
search study appearing in the Aug-| 
ust Stores, official monthly of the 
National Retail Dry Goods Assn. 

Rated above all other types of! 
tie-ins by one-third of the retail 
sales promotion managers queried 
was the store credit line for mer- | 
chandise shown in the magazine. | 
But, some retailers are unhappy 
about the way editorial credits are 
handled, and some magazines think | 
stores fail to support the tie-ins! 
properly. 

While the majority of retailers | 
welcome all the promotional help | 
they can get, the study said some| 
look at them with jaundiced eyes. 
“There is a growing tendency on 
the part of national publications | 
and national advertisers to preempt 
much of the retailer’s control over 
his business,” remarked one. “The 
retailer should jealously guard his 
identity with his customer while 
using the promotion material of- | 
fered him with great discrimina- | 
tion.” | 


e All sales promotion managers | 
quizzed in connection with the} 
study, which is entitled “Making 
the Most of Magazine Promotions,” 
complained that magazines swamp | 
them with mail, usually a load of | 
advance editoria] information on | 
items which the department store | 
doesn’t carry. 

Only three in ten sales promo- 
tion managers said they wanted 
previews of a magazine’s adver- 
tisements—a service which ranked 
eighth in a list of nine suggested | 
helps upon which they voted. | 

Helps which won their seal of 
approval were: apparel and home | 
fashion show tie-ins; help in main- 
taining bridal services and home 
planning services; direct mail| 
pieces and smart advertising mats; 
advice on cultivating special cus- 
tomer groups, like college girls | 
working women and home build- 
ers; and—scoring high on the list- 
store visits by magazine editors. | 
Also valued was assistance in sales | 
training, especially in preparation 
for a big promotion. 


' 
| 
| 
| 


@ The study covers such types of 
store promotions as those on regu- | 
lar stock based on_ editorial! 
“themes” rather than on specific 
merchandise; promotions started 
by the store itself, for which, the 
study said, “almost any publication 
will usually come through with 
special helps.” 

Also, everyday promotions, us- 
ing “as advertised in—” display 
pieces; city-wide promotions, tied 
in with an editorial feature on a 
single community; and _ various 
magazine promotional helps, rang- 
ing from quality certifications of 
merchandise to market advice and 
assistance for buyers. | 

Stores, in giving detailed recom- 
mendations for handling magazine | 
tie-ins, concluded: “Choose your 
magazine for a promotional tie-in 
as carefully as you would choose 


PEORIA 


ILLINOIS 
Buying Center For The Rich 13 County 
EORIArea Market Blanketed With 
THE PEORIA JOURNAL STAR 
1. First metropolitan market in 
Illinois (except Chicago). 
2. Metropolitan pop. 250,000. 
3. “Best TEST newspaper in U.S.” 
4. Per capita income—51% above 
Nat'l Ave. 
SEND FOR “PEORIAREA FACTS FOR FIFTY” FOLDER 
Nationally Represented tw 


WARD-GRIFFITH CO. 
The Ward-Griffith.Co. maintains offices 
in all principal adv centers 
— GET OUR CITY ZONE FOLDER — 


|each, are available 


it for your own advertising. Hav- 
ing chosen it, give your tie-in pro- 
motion the same planning and fol- 
low-through that you would give 
your own paid ads.” 

Reprints of the study, at 20¢ 
from Stores, 
100 W. 3ist St.. New York. 


Wolt Joins Vick Knight Inc. 

Elliott W. Wolf has been ap- 
pointed director of sales promo- 
tion of Vick Knight Inc., Los An- 
geles agency. 


R&R Moves in Cincinnati 
Ruthrauff & Ryan has moved 
its Cincinnati office to the 29th 
floor of the Carew Tower to ac- 
commodate additional personnel. 


Price Appeal Alone 
Won't Continue to 
Sell Goods: Baldwin 


New York, Aug. 8—“New pro-| 


motion themes, not based on price 
appeal, are necessary because 
[price promotions] have continued 
so long in both hard and soft 
goods fields [that] consumers have 
stopped buying on the reduced 
price appeal.” 

That is the opinion of Ted Bald- 
win, merchandising consultant, 
who recently completed a market- 
ing study for the Silk & Rayon In- 


Stitute. “The lag in America’s | 
defense program,” Mr. Baldwin 
said, “may bring about a highly 


competitive sales situation in the 
fashion field next fall. Fashion 
lines and staple lines of soft goods 
are going to require real merchan- 
dising effort on other themes than 


| price reduction to produce volumes 
satisfactory to retail outlets, and 
retailers undoubtedly will favor 
lines of manufacturers who pro- 
vide them with new promotion 
| themes,” he said. 
| 
@ In his study for the print fa- 
bric group, Mr. Baldwin found 
that both hard and soft lines were 
in heavy inventory situations be- 
cause of heavy trade buying in 
expectation that materials short- 
ages would develop because of the 
| defense program. 

Asked how long this situation 
may be expected to continue, Mr. 
Baldwin said that reports from 
Washington and business forecasts 
indicate that the peak in defense 
production is not expected until 
1953. But, he emphasized, there is 
no indication of any reduction in 
the preparedness effort, and ma- 
terials shortages may develop be- 
fore 1953. 
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Snag-Pruf to Bozell Agency 

Snag-Pruf Zipper Corp., New 
York, a new advertiser, has named 
Bozell & Jacobs to handle its ac- 
count. Snag-Pruf will soon mar- 
ket a zipper with a patented device 
said to overcome jamming. Maga- 
zines, newspapers and television 
will be used. 


PORT HURON 


MICHIGAN 
Retail sales INCREASED 480‘. 
in the last 10 years. Your ad- 
vertising in the PORT HURON 
TIMES-HERALD will cover 
that market! Our MERCHAN- 
DISING DEPARTMENT will 
help you! 
SEND FOR OUR PORT HURON MARKET FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


we buy 21% more drugs 


in CANTON, OHIO 


a 


fe ee a 


Ma 


4 99.4% home delivery | 
in the Canton City Zone 


a 


A Brush-Moore Newspaper, Nationally 


represented by 


Story, Brooks & Finley 


—. 


156,000 


| now live in the 7 
Canton City Zone 


people 


C.Evé.ano 
aneaone 
YOUN eS Town» 


CANTON = 


. 
cO.uméeuUS 


gives 


coverage of this rich 
northeastern Ohio market 


No other newspaper 


merchandisable J 
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Reynolds Backs Hambletonian 
Reynolds Metals Co., Louisville, 


sponsored the broadcast of the 
Hambletonian stake, top harness 
racing event of the year, Aug. 8 


from 5:30 to 5°45 p.m., EDT, over 
CBS. Buchanan & Co. is the agen- 
cy 


71.721 TV Sets in Greensboro 

Station WFMY-TV, Greensboro, 
N. C., reports an estimated 71,721 
television sets in the Greensboro 
irea as of Aug. 1 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center of 87,966 
Population Reached Only By 

THE PORTSMOUTH STAR 
Per family buying power $3,983 
Effective buying income $84,431,000 
City circulation coverage 112% 
An ideal test market. 

WE WILL COOPERATE—ASK FOR INFORMATION 

Nat 


shiy Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all: principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Druggists Fail to Get FTC 
List of ‘Dangerous Drugs’ 

WASHINGTON, Aug. 9-——The Na- 
tional Assn. of Retail Druggists 
went down to a stunning defeat 
last week in a legislative ambush 
which is worth more than casual 
attention 

Druggists were asking Congress 
to authorize the Food & Drug Ad- 
ministration to list “dangerous 
drugs,” which are to be sold only 
by prescription 

They claimed existing law, 
which permits individual manu- 
facturers to determine when a 
drug is safe for over-the-counter 
sale, leaves druggists in danger. 

“If the manufacturer is wrong 
and two manufacturers sometimes 


By STANLEY E. COHEN, Washi 


Editor 


reach conflicting conclusions on 
an identical drug,” they argue, 
the “Food & Drug Administration 
can take the products right off the 
druggist’s shelf.” 

When their bill reached the 
floor, Rep. Joseph P. O’Hara (R., 
Minn.) complained it gave Federal 
Security Administrator Oscar. 
Ewing vast power. He charged it} 


Ewing’s name was being used as| In the showdown, the House 
a whipping boy. “If his name! voted to permit druggists to take 
wasn't involved, you wouldn't} prescription orders by phone, and 
have a leg to stand on and you} to refill certain prescriptions with- 
know it.” he shouted out a doctor’s order. But by an 
unrecorded 141-85 tally, members 


broad field 


Farm Management will cover a 


INTRODUCING 


vicki 


ANAGEMENT 


AN ENTIRELY NEW TYPE OF FARM MAGAZINE 


A BUSINESS TYPE PUBLICATION BUILT EXPRESSLY FOR THE BIG 
SCALE FARMER OF THE PACIFIC SLOPE, WHO LOOKS UPON 
FARMING AS A BUSINESS INSTEAD OF A WAY OF LIVING. 


25,000 READERS IN THE 7 WESTERN STATES WITH A 
MINIMUM OF $50,000 IN FARM MACHINERY AND BUILDINGS. 


Research, with special attention to 


voted to keep Food & Drug out of 
| the picture 

Just a footnote: Rep. O'Hara, 
| who opposed new powers for Food 
& Drug, isn’t always against gov- 
}ernment control. Only last month 
| he climaxed a five-year campaign 
| by putting through legislation 
giving the Federal Trade Commis- 
sion complete authority to draw 
| up an official list of animal names 
for use in fur labeling and adver- 
tising 

. e ” 


Chief Price Attorney Harold 
Leventhal warns “soft markets” 
are “only a lull,” that inflationary 
pressure will increase. To 
his contention, he points out that 
defense output. now 11% of the 
national total, will reach 20% next 
year; personal income before tares 


will rise $15 to $20 billion above 
the current annual rate 
Mr. Leventhal says even now 


soft markets are limited largely 
to certain consumer goods. Indus- 
trial commodities are pushing the 
ceilings, he says; so are 90% of 
the dry groceries sold in chain 
stores 

“If the economic forecasts of 
stormy weather ahead are not 
completely infallible.” he says, 
“they are nevertheless the best we 
have.” 


e e 7 

Military recruiters always get a 
heavy dose of kibitzing from mem- 
bers of the House appropriations 
committee, who consider them- 
selves qualified experts on ad- 
vertising techniques and media. 
When the National Guard ap- 


The complexity of 
farm management problems will 
lead its coverage into every major 
department of business manage- 
ment 


There will be five specialized edi- 


efforts to develop new crops, fer- 
tilizers and pest controls 


Human Relations, with its four- 
fold problem of public relations, 
relations, 


employee community 


relations and government rela- 


tions. 


torial departments 


counting, 


Chicago 1, Ill. 


Finance, with its problems of ac- 
financing, 


and tax management 


Production, with emphasis on new 
methods and machines to reduce 


! 
costs and increase production 


CROW PUBLICATIONS, 


For complete information write to any of the following: 


HERMAN C. SCHIMPFF, Advertising Manager, Crow Publications 


PECK & BILLINGSLEA 
185 N. Wabash Ave. 


BILLINGSLEA & FICKE 
420 Lexington Ave. 
New York 17,N. Y. 


Marketing, with its multiple inter- 
ests in packaging, transportation, 
investment . 
warehousing, sales promotion and 
advertising. 
Every type of big scale western 
farming will be represented, re- 
gardless of the crop produced 


Inc. © 4511 Produce Plaza © Los Angeles 58, Calif. 


McDONALD-THOMPSON 

625 Market St., San Francisco 5, Calif. 

3727 W. Sixth St., Los Angeles 5, Calif. 
Terminal Sales Bidg., Seattle 1, Wash. 

1118 Odeans Dr., Dallas 1, Texas 


peared, for example, Rep. Errett 
Serivne; (D., Kans.) qtgestioned 
the wisdom of putting recruiting 
| messages on NBC-TV’s “Broadway 
Open House.” “A few more pro- 
grams like that,” he told National 
Guard spokesmen, “are going to 


drive all your recruits off and 
alienate all the fathers § and 
mothers.” 

Note: In the showdown, appro- 


priations committee members ap- 
proved the big Army and Air Force 
ad budget lock, stock and barre! 

all $3,564,000 worth. 

7 e e 

The Public Health Service—a 
branch of Oscar Ewing's Federal 
Security Agency—points out that 
the U.S. may have a new birth 
record in 1951. Totals for the first 
fire months were 1,508,000, close 
to the alltime record set in 1947 

There is an increase in the birth 
rate for second, third and fourth 
children of established families 
But the big difference, the Public 
Health Service says, has been 
brought about by the marriage 
license upswing that began in 
June, 1950, at the start of the Kore- 
an war 

e e e 

That delivered price bill which 


PROFESSOR HONORED—Dr. Lawrence Lockley (center), professor of marketing at 
New York University’s school of commerce, accounts and finance, is guest of honor 
. > ee . ger ns at a recent luncheon in New York, marking his appointment as dean of the Uni- 
mnight be used to block the sale versity of California's school of business. With him are (left to right): Joseph Russo- 
of widely accepted proprietary koff, president of Vanguard Advertising; Alan Preyer, president of Morse Interno- 
products. tional; Dean G. Rowland Collins of NYU’s school of commerce, and Professor Darrell 
Clearly annoyed, Rep. Oren Lucas, chairman of the department of 
Harris (D., Miss.) protested that tsi scsiniedaieinannemtai 


morketing at the NYU business school. 


slipped through the Senate last 
week will probably pass the House. 
But it won't become law. Anti- 
basing point forces had surprising 
strength in the Senate—consider- 
ably more than enough to back up 
a Presidential veto 

| The basing point controversy is 
|}an offshoot of the whole problem 
of reconciling the anti-trust laws 
| with modern business practices 
Rep. Jack Javits (R., N. Y.) and 


| Sen. Wayne Morse (R., Ore.) say 


| it is time Congress faced the music 
} They are proposing a Hoover com- 
mission-type study of anti-trust 
| policy. 
| They say existing laws tolerate 
| price leadership by big firms; pre- 
vent small firms from pooling 
knowledge and experience to com- 
pete effectively. They want laws 
“revitalized” in light of modern 
conditions. 


prove | 


| Pettibone Mulliken Names Two 
| W. E. Madden, formerly v. p. of 
| George Haiss Mfg. Co., has been 
| appointed to the new post of di- 


| rector of sales of the construction, 


road building, processing and 
|materials handling divisions of 
| Pettibone Mulliken Corp., Chi- 


| cago. J. M. Hume, formerly sales 

manager of Universal Engineering 
|Corp., has been named Mr. Mad- 
| den’s assistant. 


Kolb Gets Clock Account 


Kolb & Abraham Advertising, 
Chicago, has been appointed to 
handle advertising for Golden 


Hour clocks, manufactured by Jef- 
ferson Electric Co., Bellwood, III. 
Direct mail, dealer co-op and con- 
sumer and trade publications will 
be used. Gourfain-Cobb Advertis- 
ing Agency formerly had the clock 
division account 


Sprayer, Duster Group Elects 
R. B. Chapin, president of R. E. 
Chapin Mfg. Works, Batavia, N. 
Y., has been elected president of 
the National Sprayer & Duster 
Assn. Other officers elected are: 
H. F. Brandt, president of Dob- 
bins Mfg. Co., Elkhart, Ind., v. p.; 
D. P. Lewis, H. D. Hudson Mfg. 
Co., Chicago, treasurer, and Ear! 
D. Anderson, Frank J. Zink Asso- 


ciates, Chicago, secretary. 


Sylvania Backs Sammy Kaye 
The radio-TV division of Syl- 
vania Electric Products, Buffalo, 
has signed to sponsor “Sammy 
Kaye's Sylvania Sunday Serenade” 
on ABC, 2-2:30 p.m., CDT, be- 
ginning Oct. 7. Roy S. Durstine 
Inc., New York, is the agency. 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market in Massachusetts 
Covered By The 


QUINCY PATRIOT-LEDGER 

$119,399,000 Effective buying 
income 

$99,277,000 Retail Sales 

Quality of market index 112 

Advertise and sell in Quincy 

ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
| — GET OUR CITY ZONE FOLDER — 
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Ist Ford Foundation Workshop Show 
Will Be Aired over CBS in November 


New York, Aug. 10—“The Peo- 
ple Act,” the first production of 
the Ford Foundation’s newly es- 
tablished television-radio work- 
shop, will be heard on Sunday 
afternoons over CBS starting in 
November. 

The 30-minute program will 
demonstrate by case histories how 
people in various communities in 
the U. S. have solved their com- 
munity problems. A staff is already 
on the road making on-the-spot 
recordings for inclusion in the 
broadcast, which is being produced 
by Irving Gitlin of Columbia with 
Elmore McKee of the foundation 
as director. 

A national committee has been 
appointed to coordinate a follow- 
through campaign of assistance to 
other communities which may | 
have similar problems. Dr. Milton 
Eisenhower, president of Kansas | 
State College of Agriculture and 
Applied Sciences, was named to| 
head the group 


@ Workshop activity will be under 
the general supervision of James 
Webb Young, consultant on mass 
communications to the Ford Foun- 
dation. It will have “immediately 
available $1,200,000" to be devoted 
to the production of programs 
“combining cultural, public serv- 
ice and entertainment qualities for 
use in the normal stream of com- 
mercial broadcasting.” 

The first TV show of the work- 
shop, which will probably be 
filmed in Hollywood by an inde- 
pendent company, is expected to 
be ready for exhibition by Janu- 
ary. 

In announcing the foundation's 
plans for radio and video, it was 
explained that they would be made 
available to stations and (or) net- 
works free and offered to adver- 
tisers for sponsorship. If sold, 
broadcasters will be paid regular 
time charges and the workshop 
a fee to cover production costs. 


ge Mr. Young explained the project 
as follows: “This workshop will 


be staffed by the best professional 
talent we can employ. It will use 
its funds to produce shows with 
the maximum of available skills, 
techniques and facilities. 


“These shows will be offered 
without charge to commercial 
broadcasters who have already in- 
dicated a desire to cooperate in 
this venture by providing time to 
put them on the air. They will 
then be offered for sale to appro- 
priate commercial sponsors, either 
national or local. If sold, the sta- 
tions will get their revenue and 
the workshop its production costs.” 

Most telecasts will be on films, 
he said, to “enable us to secure 
greater circulation through flex- 
ible time schedules for first-run 
broadcasting. It will also permit 
even wider use by such educational 
stations as may come into exist- 
ence, through second and third 
commercial runs, through non- 
theatrical film programming and 
other outlets.” 

Mr. Young said a number of na- 
tional advertisers and agencies 
have evidenced an _ interest in 
sponsoring the workshop’s pro- 
grams. 


Stromberg-Carlson Co. 
Stresses Print Media 

Ten magazines will be used in 
the fall promotion drive of Strom- 
berg-Carlson Co., Rochester, start- 
ing in September. Included for 
full-page color copy are Life, 
Newsweek, The New Yorker, The 
Saturday Evening Post and Time. 
B&w ads will appear in Ameri- 
can Home, Better Homes & Gar- 
dens, House Beautiful, House & 
Garden and National Geographic 
Magazine. 

Supplementing this will be a 
heavy newspaper schedule in tele- 
vision markets and a business pa- 
per campaign. Federal Advertis- 
ing Agency, New York, services 
this account. 


Launch Democracy Contest 

The fifth annual Voice of De- 
mocracy contest, for the nation’s 
high school youth, has been 
launched by the National Assn. of 
Radio & Television Broadcasters, 
the Radio-Television Manufactur- 
ers Assn. and the U. S. Junior 
Chamber of Commerce. 


Forms Weiss Matrix Co. 

Jack Weiss, for six years sales 
manager of Active Matrix Co., St. 
Louis, has formed Weiss Matrix 
Co., 2126 Pine St. 


“Air 


out on time.” 


of. 


Manufacturers in 


Send for new type 


“WARWICK 


makes us feel 


J. — 
were in 
S L oe fA 

t. Louls 


Mail enables us to use Warwick's 


typographical craftsmen in producing top- 
quality advertising, with the speed practically 
equal to being right there in St. Louis with them. 
Every job we've needed in a hurry has come back to us within 
48 hours—reproduction proofs fitted to size and 
proofread, so that paste-ups could be completed and sent 


JAMES RB. FOX, Associate 
Charles Tombras & Associates 
Knoxville, Tennessee 


Warwick serves Advertising Agencies, Printers, Artists, 


24 states and Mexico. Send us 


your typographical problems for fast, efficient help. 


specimen book. 


‘ t 7 
WARWICK wrreocesrnens, ime. 


920 Washington Avenue, St. Lovis, Mo. 
... overnight by rail and-air from nearly all U. S. 


Humble Oil Sets Grid Show 


Signs ‘Pigskin Predictions’ 
Regal Amber Brewing Co., San 
Francisco, has signed to sponsor 
games of the Southwest Confer- “Tom Harmon's Pigskin Predic- 
ence for the 11th consecutive year. tions” over nine California stations 
Radio coverage will be via the of the Columbia Pacific Network, 
Texas State Network. Humble’s Wednesdays, 6:15-6:30 p.m., start- 
agency is Wilkinson-Schiwetz & ing Sept. 19. Abbott Kimball Co. Inc 
Tips, Houston. of California is the agency. 


Humble Oil & Refining Co., 
Houston, will sponsor the football 


Call 


graph 
mailing job 
livery, fast ar 
of experienced 
always in line. THE LETTER SHOP, 


mimeogra 


JUST ASK FOR MARIE: 
WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
oh, addressing or 
Quick pick-up and de- 
nd accurate work, plenty 
personnel 


431 S. Dearborn St 
(Now in our 23rd successful year.) 


Fell a fir with a jackknife 


Makes just as much sense as trying to cover 


The BIG 
HOUSTON MARKET 


WITH ONE NEWSPAPER 


(1,259,295 people or 365,347 families — City and RTZ*) 


Here's how to cover 265,347 families: 


Post 
Circulation Coverage Circulation 
Daily 160,997 44% 165,142 
Sunday 170,494 46% 179,125 


* ABC Publisher's Stotement, March 31, 1951 


Coverage 


45% 
49% 


he HOUSTON POST 


Texas’ Largest Morning Newspaper 


W. P. Hobby, President 
Oveta Culp Hobby, 


Executive Vice President 


Written and Edulad. 
To meRIT your Confidence 


Nationally Represented by 
MOLONEY, REGAN & SCHMITT, Inc. 


Ralph W. Runnels, 
Director of Advertising 
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Schine Names Kaplan Agency 


ne Hote Co has named 


NMI verti 
me Gu f >¢ fil He scn 
Hoca Raton ¢ fh, 
wl vf ’ J % De 
‘ re ‘ ? ‘ 4 f  f stior at 


ROCK MOUNT Ze “a wy accepted in 


NORTH CAROLINA 


One of the nine LARGEST citi« 
North Carolina, offering a f j 
rich in Agriculture, Manufacturing 
Tobaces Culture and Marketing and 
erved by its only newspaper, the 


Evening and Sunday Tel 
SEND FOR OUR LTANOARD MAREET OAT 


WARD-GRIFFITH CO. 
The Werd-Griffith Co. maintains offices 
in all principal advertising centers 

— GET OUR CITY ZONE FOLDER — 


‘Industrial Engineers’ Product 
-- Awards Turn Into Hot Potatoes 


_— — > 
Detroit, Aug. 6—The sorriest Sx G , 
rr vet in the ony awards” | i 
ey y 4 ) wide open t! 
re correst e 
p 
Some 2 ym panie iding sat ‘ 
‘ €Ta or : a at Ona i €r- t na « 7 } € a s t | f 
er sre doing the best vy of window dress- 
tis 
ms ible 
4 rr ‘ rea ¢ - . 
cin n ward fro BBB 
erican Societ f Indust 
gineer The maety” appe O., the t re- 
have existed in the a flush thi 
if it stional president and face of G 
the pris i] purpose of ant to the president 
award ‘ ng “merit and cretar ot 
sbel to the companie wh I tute of Indus- 
the award 4 cientifi or- 
- , ‘ , D . q > 
The Detroit Better Busine Bu- ganizatio if some 3.000 members 
reau Drone ‘ to I J Atit cr aoe not RIVE iwara ana 
24 95 etir eclaring that yjecte trenuou 
ent adve g of o-called to the FCC for one) iga t 
merit av f the American the American Socie fl i - 


... Or, as they say in tran, “A little late is 
often too late!’ And it's the same in any 
language... new product announcements, price 
changes, distribution of promotion material, 
new catalogues etc., just a little late can often 
be too late to be really effective. 

But there's no need for you to let competitors 
jump the gun. Beat them to the punch with 
EMERY AIR FREIGHT, “The World's Fastest and 
Most Dependable Transportation Service” 
get certain delivery to or from any point in the 
Country, day or night, 365 days a year! There's 
an Emery office or agent as close as your 
telephone! 


FIRST and ONLY HOUSE PAINT 
EVER TO. RECEIVE THE 


eS 
= -— sa 


i 
wats 
' 
a 


NOT SO GOOD 


Rogers Paint Products featured 
from American Society of Industrial Engineers with 


“PRIZED MERIT AWARD 


ii 
i 


DAH 
a 


‘ 


its receipt of o ‘merit award 
this full-page ad in Detroit news 


papers. Now BBB investigation has cooled off the ardor of oword recipients 


|}al Engineers. The similarity of 
|mnames is doing a great damage to 
| the institute, he maintains 

In other throughout 
}country the flushes due 
embarrassment, and appeared on 
the executives of more 
than a score of companies and their 
advertising agencies who had not 
only accepted the awards but had 
spent good money promoting them 
in print and on the air waves 


the 
to 


spots 


were 


faces of 


what the 


3ureau 


e For Detroit Better 
3usiness had turned up, 
and what others had subsequently 
| added to, more than enough 
|}to embarrass an award recipient 
For example 


was 


.The American Society of In- 
dustrial Engineers is a non-profit 
corporation chartered Sept. 27, 


1949. It was originally chartered 
July 21, 1943, but its charter was 
revoked on Aug. 31, 1948, for fail- 
ure to file annua] reports with the 
| Michigan Corporation and Securi- 
ties Commission 

Robert L. Crinnian, “national 
| president” of the society, is not a 
| graduate engineer. He is reported 
to have worked for Ford Motor Co 
prior to 1920, and then became a 
| federal prohibition agent. In 1922 


|}he was convicted of soliciting 
| bribes and was sentenced to two 
years in Atlanta prison. Within 


| the past ten years he has worked 
|}as a designer and engineer 

Crinnian is reported as “the 
only fulltime active member of 
the society.” although there are re- 
ported to be about 525 active mem- 
| bers who member- 
ship fee, and other officers and di- 
rectors of the society include three 
licensed engineers and a number 
of apparently responsible busi- 
ness executives 


do not pay a 


s According to one report on 
the society's operations, “any man- 
ufacturer may apply for approval 
of his product and if approval is 
granted the manufacturer then 
becomes eligible to purchase seals 
of approval to place on his prod- 
uct. These seals are sold at twice 
their cost. Funds thus received are 
used for operating expenses. The 
society also states it accepts un- 
solicited gifts from manufacturers 


without binders.” 
Although Crinnian 
3etter Business Bureau that his 
merit award firm as A 
leader—and not as THE leader in 
1 specific field of operation and 
endeavor,” the BBB cited a merit 
award to a gasoline producer read- 
ing, “Granted the national 
board of governors for producing 
the very finest gasoline at a cos 
within reach of all the people. 
and the extravagant citation to 
Rogers paint, Lewyt vacuum clean- 
and Shedd’'s oleomargarine, to 
demonstrate that no such restrain‘ 
made itse.i evident in promotion 


Detroit 


} 
told 


“cites a 


by 


er 


e Among the companies which re- 
ceived the awards were 
Speedway 79 Petroleum 
Admiral Corp 
Aluminum Air Seal Co 
Briggs Mfg. Co. ‘plumbing division). 
Electric Auto-Lite 
Frankenmuth Brewing Co 
Hamilton Watch Co 


Corp 


Harry Ferguson Inc 
Heabnick Mfg. Co 
Hudson Motor Car Co 
Pemco Corp 

Hydraulic Products Co 
lonia Mfg. Co 
Nash-Kelvinator Corp 
LaSalle Wine 

Lewyt Corp 

Loxit Systems In« 


Mohawk Business 


Machines 


20th Century 


Fox 


RCA Victor 

Seal-Peel Co 

Stratton Equipment Co 

Coleman Co 

Westinghouse Elect: Corn 

Many, but not all of them. mad» 
promotional use of the awar! 
notably Lewyt and a number of th> 
local recipients. All contacted by 
ADVERTISING AGE indicate that the 
awards have now been shelved. 


SALISBURY 


NORTH CAROLINA 


MARKET 
MEDIUM 
COST 

Sell the heart of the rich and prosper- 


ous Carolina market through its only 


newspaper—THE SALISBURY POST. 


Nottonally Represented hw 


WARD-GRIFFITH. CO. 
The Ward-Griffith Co. maintains offices 
in all advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Advertising Age, August 13, 


18 to 35 Group Is 
Cream of Market, 
Says ‘Redbook’ Study 


New York, Aug. 8—People in 
the 18-to-35 age bracket—the 
“young adult” market—comprise 
the cream of the market for most 
advertisers, Redbook is telling ad- 
vertisers in a _ facts-and-figures 
presentation now being shown to! 
agencies by Francis N. McGehee, | 
advertising director. 

The “young adult” market com-| 
prises 41,618,000 men and women) 
who buy for themselves and} 
16,731,000 children, the presenta- 
tion asserts. They were responsi- 
ble, in 1949, for personal consump- 
tion expenditures of $59,264,000,- 
000, Redbook asserts, with this 
huge figure broken down as fol- 
lows 

Durable 
000,000. 


1951 


commodities, $7,884,- 


Non-durables, including food, 
$32,847,000,000. 
Services of all kinds, $18,533,- 


000,000. 


s The figures on family formation, | 
says Redbook, emphasize clearly 
that the “young adult” group 
more important than its numbers 
indicate, since there is every in- 
dication that the rate of new fami- 
ly formation will be double the 
rate of population growth in the 
next ten years. Population is ex-| 
pected to gain at a rate of 9%, but 
new families will be formed at al 
rate of about 18%, Redbook says, 


1S 


on the basis of an analysis of! 
trends. 

The reasons for the impressive 
growth in family formation are 
two-fold, primarily: (1) on the 
average, people are marrying at 


younger ages today than formerly, 
and (2) families are splitting up. 


In 1950, there were 30% fewer 
families sharing quarters than 
there were in 1947. 

Redbook’s analysis of the “ex- 


perience of the American popula- 
tion” is especially interesting: 


@ Nearly 53% of the population 
(about 81,000,000 people) have had 
no adult experience with mass un- 
employment; 55.7% have had no 
adult experience with a world at 
peace: 65.3% have had no adult 
experience under a Republican 
administration; 69.7% had no 
adult experience with the 1929 
economic crisis; and 82.7% had no 
adult experience with World War 


I 

“All this,” Mr. McGehee asserts, 
“has particular signi.icance for 
advertisers. It means they are 


dealing with a young adult popu- 
lation that is not impelled to action 
by emotional appeals 
largely shock proof 


are 
them, 


they 
For 


specialists 
in fine 
photo engraving 


ing 
ut 


SWINGING GIRL—General Outdoor Advertising Co., 
constructed this animated sign, in which the girl swings slowly 


Chicago, 


back and forth, for F. 
producer. Blackiight odds to its effectiveness at night. 


a’ 
your 
Geocer 
— 
H. Soldwedel Co., Pekin, Hl, milk 


crisis is normal—a factor 
of advertising appeal! to be used. 
“Our young adults, moreover, 


have no idea of ‘free enterprise’ 


in 


which WGN Maintains Own 
has a great bearing on the kind New York Sales Office 


The news item published in the 
Aug. 6 issue of ADVERTISING AGE, 


which the 


appointment 


of 


as it was known to their older George P. Hollingbery Co. as na- 


brothers and and 


parents.” 


Mars Schedules TV, 
Radio and Magazines 
for Fall Candy Push 


Cuicaco, Aug. 9—Mars Inc. isn't 
favoring any one medium this fall: 
Some of its candy bars will be 
pushed via television, some will 
get radio promotion, and one will 
receive magazine advertising. 

Milky Ways and Forever Yours 
will be featured on Art Linkletter’s 
“People Are Funny” radio show, 
which switches this fall from NBC 
to CBS, at 8-8:30 p.m., EST. Start- 
ing Tuesday, Oct. 9, Mars has 
ordered the program on an alter- 
nate-week schedule 

Mars will use NBC’s TV show, 
“Howdy Doody,” Mondays from 
5:45 to 6 p.m. and Wednesdays 
from 5:30 to 5:45 p.m., EDT, for 
its Snickers and Three Muske eers. 
The participations resume on Sept. 
3. Mars plans a special premium 
offer to promote the two bars, 
starting in October and continuing 
through November 

Schedules in Collier's, beginning 
Sept. 29, and in Look, starting Oct 
23, will advertise the Mars 10¢ 
bar, which, interestingly, is known 
as the “Mars 10¢ Bar.” 

Leo Burnett Co. here 
the Mars account 


sisters 


handles 


Appoints Lindsay Agency 


Complete Accessories Corp., ac- 
cessory sales division of Liberty 
Die & Button Mould Corp., has ap- 
pointed Lindsay Advertising 
Agency, New York and New 
Haven, Conn. to handle its ac- 
count 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET - CH 


~ +s 


CAGO 5, tht 


their tional 


representative 


of 


Stations 


WGN and WGN-TV, Chicago, was 
announced, gave the impression 
that the stations are discontinuing 
their own sales office in New York. 

This is not the case. Ben H. Ber- 
entson continues as eastern sales 
representative with offices in New 
York, covering also Boston and 


Philadelphia. The Chicago office 
of WGN and WGN-TV will con- 
tinue to handle sales there, as 
well asin Minneapolis, Milwaukee, 
Detroit and Cincinnati. 


Jackson Joins ABC Sales 

Lowell Jackson, formerly part 
owner of Dawson & Jackson, radio 
packaging firm, has been ap- 
pointed to the central division 
sales staff of American Broadcast- 
ing Co 


SHEBOYGAN 


WISCONSIN 
The LARGEST DAIRY CEN- 
TER in the WORLD, producing 
more than 55‘. of the World's 
AMERICAN CHEESE. Go 
after sales with your advertis- 
ing in the SHEBOYGAN 
PRESS. We will COOPERATE! 
SEND FOR OUR SHEBOYGAN MARKET FOLDER 
WARD. GRIFFITH co. 
The Ward-Griffith Co maintains offices 
in oll principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


QUAD-CITIES DECLARED 
CRITICAL DEFENSE AREA 


Quad-Cities’ recent designation as a Critical Defense Area again proves 
the importance of this major industrial market. 


Further expansion of the Quad-City market is indicated by the planned 
relaxation of credit controls and material priorities to permit construction 
of up to 750 privately owned housing units in this area. 


233,012 people live in this great defense market. 


Over 300 industrial 


firms, plus the Rock Island Arsenal, provide the payrolls which add up to 
a tremendous volume of buying power for your product. 


The Argus and Dispatch newspapers are the ONLY daily newspapers 
published in the Rock Island-Moline zone . . . WHBF is the influential home- 
town station in this big, unified market. 


Rock Island Argus | 


The 


cover the ILLINOIS side 


newspapers that 
where 57% of Quad -Cities population live 
"NAT. REPS. THE ALLEN KLAPP Co. 


NAT. 


“oF 


5000 WATTS BASIC ABC || 


TV FM y) 


REPS. AVERY KNODEL, INC. 
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Advertising Age, August 13, 1951 


PHOTOGRAPHIC REVIEW OF THE WEEK 


FREEDOM DRIVE—Foster & Kleiser Co., West Coast outdoor 


company, is using 497 of its structures (without the girls, un- 
fortunately) as part of a public service drive sponsored by the 


HOW CHRYSLER CORPORATION 


ee ed 


NEW CHRYSLER SERIES—Chrysler Corp.'s latest 
series features b&w photos by famous photographers 


institutional 
In this 


HAPPY FACES—Looking pleased over Gruen Watch Co.'s fall advertising plans 
G. Lester Williams, account executive of McCann-Erickson, Gruen’s 
Bernard M. Kliman, the watch manufacturer's ad director, and Marion 


are (left to right 
agency 
Horper Jr., president of McCann-Erickson. 


Advertising Council de.igned to call public attention to the 
need for citizens to octively participate in local and national 
affairs of the country. 


DEVELOPED MORE EFFICIENT GAR ENGINES 


The engineering story bekend 
teyh compression power plants thal squeece 
more power ei performance trem fue! 


CHRYSLER CORPORATION wom mem em ere 


one, Charles Kerlee does a picture story behind the company’s 
newest engines (Story on Page 28 


ANIMATED SUN—This new outdoor sign for Los Angeles Brew- 
ing Co.'s Eastside beer features a large sun which rolls his 
eyes in the direction of o glass of the brew. At the right is 


¥, i 
COWPOKES FOR A DAY—Robert H. Shanahan of the Denver Post, Thomas G. Duggan 
v. p. of Moloney, Regan & Schmitt, and James F. Cox Jr., Denver Post manager of 


general advertising, join 800 guests on the Pest’s 25th annual trip to Cheyenne for 
the opening of that city’s Frontier Days celebration 


CUTE CUB—This version of Northern Paper Mills’ polar cub, Fluffy, was cut from 

a 24-sheet poster to pose for a photograph in Northern's new employe handbook 

The cub appeors in all advertising for the Green Bay, Wis., company’s line of pape: 
napkins, paper towels, faciol and toilet tissues 


Eastside Sunny, now appeoring in all the company’s outdoor, 
publication, TV and point of sale advertising. That’s Sunny, in 
the flesh, in the foreground. Warwick & Legler is the agency. 
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| Sales Follow Readersiep and | 


MORE SOUTHERN 


RURAL FAMILIES READ 

FARM and RANCH- 
SOUTHERN AGRICULTURIST 
THAN ANY 


OTHER MAGAZINE 


SHOPPING GUIDE FOR 
1,290,000 SOUTHERN FAMILIES... 


“Living off the land” is out of date. Today, 
with $10,000,000,000 more spendable cash 
than in 1940, Southern and Southwestern 
farm and ranch families buy what they want, 
when they want it. Advertisers in Farm and 
Ranch-Southern Agriculturist during 1950 
know how heavily the rural South’s food buy- 
ing habits are influenced by the magazine 
that has the greatest circulation and the 


greatest reader preference. You can share in | 


this vast market . .. you can sell more—when 
the products you sell are pre-sold for you in 
the pages of Farm and Ranch-Southern 


Agriculturist! Jo 
CRY 
, ee ee 
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FARM» 
SOUTHERN - 


AGRICU 


CIRCULATION GUARANTEE 
1,290,000 


e Farm magazines are No. 1 publications influencing sales 
. +. and 


e FARM and RANCH-SOUTHERN AGRICULTURIST reaches more 
people with more money in the rural South than any other 
magazine . . . 


e It puts your product story in more Southern homes, at less 
cost, than any other magazine! 


It’s that simple—more readers mean more buyers. 
Write, wire or phone for the number of Farm and 
Ranch-Southern Agriculturist subscribers in any 
Southern or Southwestern county. Compare these 
figures with those of the second farm publication— 
and you'll be convinced! 


Telephone: 42-5511 : 
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Widening the spread 
in display advertising! 


Volume of Display Advertising linage printed 
by the Chicago Tribune and lead of the 

? Tribune over the next Chicago newspaper. 

: FIRST 6 MONTHS, 1946 AND 1951. 


7,651,860—88.9% 
> TRIBUNE LEAD OVER 
NEXT CHICAGO PAPER 


i 

af ‘4 

me |  4,434,745-78.2% 

oil TRIBUNE LEAD OVER < 

| | NEXT CHICAGO PAPER 

Jt 3 Sena 
. 

= 

i 

: TRIBUNE TOTAL 
“| DISPLAY VOLUME 


1946 


a 


TRIBUNE TOTAL 
DISPLAY VOLUME 


10,104,548 lines 16,255,016 lines 


1951 


OW users of display advertising are placing 

increased dependence on the Chicago Trib- 

une as part of their drive to share in Chicago’s 
increased spending is indicated in the chart. 


During the first six months of 1946, right after 
the end of World War II, display advertisers placed 
10,104,548 lines of advertising in the Chicago 
Tribune. Tnis was 4,434,745 more lines of display 
space than they used in any other Chicago news- 
paper—or 78.2% more. 

During the first six months of 1951, display 
advertisers increased their use of Chicago Tribune 
space to 16,255,016 lines. This was 7,651,860 more 
lines than they placed in any other Chicago news- 
paper—or 88.9% more. 


The Tribune’s gain in display advertising during 
the first six months of 1951, as compared with the 
similar period in 1946, amounts to 6,150,468 lines, 
or 60.8%. This is more than twice the gain of any 
other Chicago newspaper—and exceeds the com- 
bined display advertising gains of any two other 


Chicago newspapers. 


In view of this record, it may profit you to con- 
sider these two questions: 


1. 1s your advertising budget adequate to your 
opportunities in the multi-billion dollar Chicago 
market? 


2. Are you utilizing your budget to take maxi- 
mum advantage of the exceptional sales power of 
the Chicago Tribune? 


To cash in with greatest effectiveness and econ- 
omy on today’s high level of spending in Chicago, 
ask your advertising counsel or a Tribune repre- 
sentative to work with you in drawing up a schedule 
of advertising designed to get you the volume you 
want in Chicago. Tribune rates per line per 100,000 
circulation are among America’s lowest. 


Caurcaco TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 
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Feature Section 


How to Make Plates Do Double Duty 
No Other Can Say This! But Three Did 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Inspiring Confidence Still Essential 
S. O. Trains Field PR Men 


How Standard Oil's Four-Week Advertising Course 
Trains Ad, PR, Merchandising Men for Field 


A visitor to Standard Oil of Indiana’s 
training schoo] in Chicago last February 
might have been puzzled by the sight 
of 32 executives listening intently to the 
words of an office boy, but that training 
session—and dozens of similar sessions— 
was part of a master plan designed to 
build public acceptance for the company 
and its products. 

The 32 men in the room were “adpreps,” 
Standard’s nickname for its advertising 
and public relations representatives who 
operate locally throughout the SO mar- 
keting territory. The office boy, who 
works in the advertising department, ap- 
peared on the program as a member of 
Junior Achievement. 

The program itself was a four-week 
advertising and public relations clinic, 
possibly the first of its kind ever con- 
ducted. 

Standard Oil executives have long been 
convinced of the importance of a favor- 
able attitude toward the company. Its 
public relations and advertising programs 
consistently have been oriented toward 
securing and enhancing good will. 


es Company officials also have given 
strong support to the training program 
for sales executives, headed by H. L. 
Porter. 

When they were faced with the prob- 
lem of increasing the value of the ad- 


INSTRUCTS INSTRUCTORS-—Henry L. Porter, 
Standard’s sales training and promotion 
manager, huddles with some of the 
instructors who taught the company’s 
month-long adprep school, before sessions 
begin. 


preps to the company, the thinking went 
something like this: 

1. Many of the adpreps were relative 
newcomers and could profitably be ex- 
posed to a concentrated, professional 
training program in advertising and pub- 
lic relations. 

2. There was a definite need for a full 
exchange of ideas between adpreps in 
various Standard sales offices, refineries 
and subsidiaries. 

3. The staff which conducted the sales 
executive training program had had broad 
experience with the methods developed 
during the war to train men in the armed 
services, and they had added a number 
of additional techniques which worked 


a 


PRACTICAL DEMONSTRATIONS—Standard Oil of Indiana adpreps are expected to know 
how to handle cameras, projectors and other tools of advertising, public relations and 
merchandising, as they work in the field. At right Max Kleine of DeVry Corp. instructs 
small groups of adpreps in the use and care of all types of audio-visual equipment, at 
the special month-long training school. At left, instructor Melvin Guthrie shows some 
of the adpreps how to handle 35 mm SVE projectors and glass slide projections. 


particularly well in the oil industry. In 
short, assistance in building a profession- 
al program was available. 


e When Standard’s advertising manager, 
Wesley I. Nunn, and the company’s pub- 
lic relations director, Conger Reynolds, 
sat down to discuss the project in Janu- 
ary, 1950, they agreed that: 

1. The course should cover a four-week 
period. 

2. One week should be devoted to com- 
pany information and indoctrination. 

3. A second week should be spent in 
discussion, study and laboratory work in 
advertising. 

4. A third week should be devoted to 
public relations fundamentals. 

5. An additional week should be spent 
on self-improvement skills, such as writ- 
ten and oral expression, supervisory 
training and photography. 

6. To achieve the desired objectives, 
it would be essential to invite guest 
lecturers in specialized fields who actually 
do the work they would be asked to dis- 
cuss. As a result, the final roster included 
such names as Dr. A. C. Van Dusen of 
Northwestern University’s psychology de- 
partment, who spoke on human motiva- 
tion; Claude Robinson, president of Opin- 
ion Research Corp.; Dr. Irving I. Lee, 
Northwestern University semanticist; 
Robert Gunning, the consultant on clear 
writing; De | J. E. McCarthy of the Notre 
Dame Colleye of Commerce; Sidney Wells 
of McCann-Erickson; Jules Herbuveaux 
of NBC-TV; H. H. Haupt of Batten, Bar- 
ton, Durstine & Osborn, and many others. 


es Following the approval of the budget 
for the program, and several months in 
advance of the clinic, assignments were 
made to each individual who was sched- 
uled to attend the sessions. A typical 
member was assigned two ten-minute 
presentations on some phase of his cur- 
rent work. In addition, other presentations 


were required as part of the training in 
oral expression. 

On Monday, Feb. 5, at 6 a.m., tele- 
phones began jingling in the adpreps’ 
rooms at Chicago’s Hotel Sherry. It was 
hardly an auspicious beginning. The rail- 
road strike had disrupted transportation 
to the training school. Chicago was ex- 
periencing one of its worst blizzards. 
Bitter winter winds were lashing the 
shoreline and the temperature was 10 
below zero as the adpreps climbed into 
station wagons at 7:15 a.m. en route to 
the training center. 


s Before the first day was finished, the 


adpreps had toured the training center 
and the general offices; seen a preview of 
a new presentation on the company and 
the historical highlights in its develop- 
ment; heard a discussion of company or- 
ganization from Dr. Robert E. Wilson, 
board chairman, and spent several hours 
with R. F. Baity, v.p. in charge of sales, 
who outlined the responsibilities and 
activities of the company’s board of di- 
rectors. 

When Mr. Baity invited the adpreps 
to be seated in the chairs regularly occus 
pied by the company’s directors, moral@ 
had thawed sufficiently so that the ade 
preps immediately introduced a motiog 
to raise their salaries—a motion, incidens 
tally, which was “regretfully tabled.” 

Sessions began at 8 a.m. and contine 
ued until 5 p.m. or later each day. Th€ 
advertising and PR representatives ate 
tending had ten-minute breaks each hour 
and an hour for lunch. But most of the 
evenings were spent working on assign< 
ments. And the training supervisors 
worked out a number of joint assign-) 
ments, so that adpreps from various sec-! 
tions of the country would become better) 
acquainted with each other's methods and_ 
techniques. ; 


s Discussion group sessions, workshops, 
talks by company officials and by visit- 
ing authorities covered a broad range of 
subjects 

Usually, an hour a day or more was 
spent in discussing the organization of 
a company department, division, refinery 
or subsidiary 

The adpreps took a number of field 
trips, which included visits to the Whit- 
ing refinery, the Standard research cen- 
ter, the general offices, the plants of sup- 


LEARN PHOTOGRAPHIC TECHNIQUE—Taking pictures is an important part of an adprep’s 
duties, so considerable of the training school time was devoted to this subject. Here 


Frank Quinn of Eastman Kodak shows adpreps from Green Bay, Chicago, Fargo, N. D. 


, 


Decatur, Ill., Milwaukee, and Huron, S. D., how to set up equipment for a portrait shot. 
This photo, incidentally, was taken by adprep A. G. Fiedler of Tulsa 
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pliers of point of sale material, and to 
the National Broadcasting Co. studios, 
where the adpreps had dinner with Wayne 
King, who is sponsored by the company. 

Workshop sessions were devoted to such 
activities as using a press camera, spe- 
cialized types of writing and the prepara- 
material for various types of 
media; the techniques for holding meet- 
ings and planning shows; operating and 
maintaining audio-visual equipment; 
planning a six-month field publicity pro- 
gram; planning a opening, and 
planning the merchandising for the spring 
advertising campaign 


tion of 


grand 


@ Discussion periods devoted to 
such problems as the use of information 
in creating favorable public attitudes; the 
organization and operation of speakers’ 
bureaus; the promotion of public show- 
ings of Standard Oil films; the planning 
and conduct of plant tours 
houses; the techniques for 
“thought leaders” in a 


were 


and open 
reaching 


community; the 


proper conduct of Standard’s program in 
connection with Junior Achievement and 
4-H Clubs; the proper use of Oi] Indus- 
try Information Committee material; the 
planning of press conferences, etc 

In all, a total of more than 150 persons 
made presentations to the group. In al- 
most every case, advanced training tech- 
niques were employed, and visual aids 
were used wherever possible 

It is still too early to gauge the effec- 
tiveness of the program. Public attitude 
toward Standard is not as easily meas- 
ured as are sales. But at the closing din- 
ner of the session, a spokesman for the 
adpreps told A. W. Peake, Standard's 
president: 

“We now have a much clearer idea of 
what is exvected of us. We've learned 2 
lot—hew to take pictures; how to run 
movies; how advertising should function. 
But best of all, we’ve made new friends, 
met other adpreps, found out how they 
operate in their fields and exchanged 
ideas.” 


Mail Order and Direct Mail Clinic... 


Friendly Acknowledgements 
Build Customer Good Will 


By Wuirt NorTHMORE SCHULTZ 

Three different types of mail order ac- 
knowledgement cards came our way the 
other day and we think they go a long 
way toward building customer good will 
mail their 
immediately. 
They've sent their order in good faith and 
they're eager to know 

1. Was it received? When” 

2. What's being done with it” 


People who shop by want 


orders acknowledged 


3. When will it be shipped” 
Let's take a 
trated here. Two of the cards are printed 


look at these cards, illus- 


on regular government penny post cards 
soon to be 2¢, by the.way. The other sam- 


pee ® DMA 
et 
eermeviniges oh thenbe meet od vm codes bow 
OE ne Pee eee 
Ce tee Rete ol 


Ne thank you 
lar your order 
Your 

\ 

; nated sneer) 
Ul be shipped 


a 
| to you {Sos 


| aint as 


| HANYERS mee nanan . 3 


Employe Communications... 


ple requires a stamp. But it, 
mailed for a penny. 

Card No. 1, which came from Bergdorf 
Goodman, is printed in purple ink, with 
certain lines blank, filled in here to ex- 
plain to the customer what is being done 
with her order. You'll note the complete 
name and address of the store are on top 
of the card. Then, on the first unprinted 
line is hand-written the name of the prod- 
uct ordered. Next filled-in line tells when 
the dress will be shipped. Then there’s a 
place for the department name should the 
customer wish to correspond with Berg- 
dorf’s. Then follows the date, signature 
of the person handling the and 
3ergdorf’s telephone number 

Card No. 2, from Raymond Koons In- 
teriors, is different yet it accomplishes 
about the same job. Address on top. A 
thank you for the order. A blank space 
for the date when the product ordered is 
to be shipped. And a final, friendly, sales- 
building sentence, “We look forward to 
the pleasure of serving you again,” and 
the signature. 


too, can be 


order 


Card No. 3, from Danvers, printed on 
a government penny post card as is Berg- 
dorf’s, employs a new trick in order ac- 
knowledgements. About one quarter of 
the card is devoted to thanking the cus- 
tomer for his order; naming the product 
to be shipped; and telling the customer 
when shipment will go forward 

The new, sales-building technique used 
by Danvers is on the remainder of the 
card, where the mail! order firm attempts 
to sell its customers another product, a 
new pair of sport glasses. There's a good 
picture of the product, then selling copy 
and price. 

Mail order merchandisers will do well 
to take note of the sales and good will 
building job that can be done by post card 
order acknowledgements 


Tell Workers About Medical Benefits 


By Rosert Newcoms and Marc SAMMONS 

Some months ago, during the heat of 
battle over the topic of socialized medi- 
cine, some industrial managements were 
find that employes 
understand much about 


disturbed to most 


didn't industrial 
into the situation, 


learned that many 


medicine. Probing 


these managements 


of the medical benefits available without 
charge to employes were frequently un- 
known and largely unappreciated 

It is certainly true that, in organized 
plants, not all employe benefits have or- 
iginated in the full heart of the company 
administration. Some have come about as 
a result of some artful club-swinging on 
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CGeative Uans Corner 


The occupant of this Corner has never forgotten a very cogent remark once 
made by, of all people, an agency man. This agency man said, in effect, 
that if advertisements were written, like stories and articles, for an editor’s 
approval, 90% of them would never see the light of day. 

Because the space is bought and paid for, however, and the ads go in 
willy-nilly—occasionally over the editor’s dead body 
as their client-critics) can say whatever they like, whether or not what they 
say holds any possible interest for the ultimate reader. 

As a result, a good many ads tend to reflect what the advertiser wants to 
say rather than what the reader might like to hear. The back-slapping in 
which they indulge is exercised on the advertiser's rather than the reader's 


their writers (as well 
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No other car 


rides like a 


Because 


Granted, the hope of the advertiser 


he knows there is 


has or has not an equal 
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the part of union negotiators, while others 


may have occurred because of national 
or state or local legislation. The fact re- 
mains that the larger element of cost, 


if not all of it, is borne by the company, 
and a good illustration is the medical de- 
partment of practically any company you 


care to name 


se If employes enjoy wide medical bene- 
a plan financed and fostered 
by the then the 
management is cat-napping when it fails 
to make circumstances known to 
employes. Yet brick in 


fits under 
company management, 


these 


you can heave 


nearly any plant in the country and find 


it hard to come in contact with any em- 
ploye who can give you a simple, straight- 
forward definition of medical aid within 
the plant walls. The rarely 
knows the nature or full extent of the 
service, except in general terms 

How much money Du Pont lays on the 
line annually to keep its people fit is 
Du Pont’s own But in 
its 40-odd plants (chosen entirely at ran- 
dom), the medica] department averages 


employe 


business one of 


NO OTHER SPARK PLUG 


DESOTO.” 


relaxed, not tense. 


Take these four separate and distinct ads 
July 7 issue of The Saturday Evening Post, and all within the space of ten 
pages. This is more than a remarkable coincidence. It is astonishing evidence 
of the ego-building use so frequently made of expensive space 


He uses it because of what it will do for him 
he is satisfied of this is he interested in learning whether or not the product 


distinction will be created for the product to make it singularly desirable 
in the eyes of the reader. But, in that famous final analysis, a reader doesn’t 
use a product because he is told there is no other like it 
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827 patients every seven days, and one 
of the reasons the patronage is as great 
is because the local plant’s main medium 
of printed communication—the 


magazine—keeps 


employe 


employes advised of 


their medical privileges provided under 
the free enterprise systen 

In a recent issue of “Threadline,” Du 
Pont’s plant magazine at its Nylon divi- 


sion at Seaford 
pictorially 


Del., Editor J. M 
reported the 


Adams 
medical depart- 


ment’s services, from the treatment of 


ordinary colds and minor 


s of the 


njuries through 


many of the detail annual medical 


examination. The employe-reader may 
need to be reminded that the services 
available are extensive and free. He may 
iced to know that neglect can cause 


does. He 
demonstration 
reads his employe publication 
this isn’t the only 


trouble, and often sets a clear, 


understandable when he 
Naturally 
means by which the 
employe can be informed of these serv- 
ices, but it is one of the important ones 


s At the employment office, the new re- 
cruit frequently has his hands stuffed full 
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ot assorted booklets, which he is invited 
to read just as soon as he gets home that 
night. Management feels that, having giv- 
en the new employe this often drab mate- 
rial, the responsibilty for informing the 
worker is discharged. This should be the 
happy ending, but it isn’t. You need no sur- 
vey to assure yourself that the average em- 
ploye, burdened with his booklets, will 
spill them on the hall table upon his ar- 
rival home and not look at them for 


weeks, if ever. If he wants any informa- 
tion about his job, he will ask his fore- 
man, or the guy working next to him. 
Why? Because it’s easier. 

You don't talk a benefit once. You talk 
it over and over again, like safety. If 
anybody tells you that that’s nothing but 
paternalism, you might reply that if a 
company doesn't talk up its own contri- 
butions to employe welfare, nobody else 
will. 


The Eye and Ear Department... 


A Mite Too Sweet 


Pepsi-Cola had a smart merchandising 
“Wonderful Town” with Faye 
(CBS-TV, Saturday nights, 9 
to 9:30), but merchandising is one thing 
and television entertainment quite an- 
other. 

Saluting cities is as old as Major Bowes’ 
famed “Amateur Hour”—and as recent 
as Ted Mack. On “Wonderful Town,” 
however, the entire show is devoted to 
a particular city. One meets local people 
who have made good in one way or an- 
other. However, he meets them on film 
and against studio sets. There is really 
little of the actual city or its flavor trans- 
mitted. The treatment afforded is thin 
and superficial. It gives the impression 
of having been thrown together at the 
last minute. Miss Emerson herself con- 
fessed on the night of Saturday, July 14, 
when she was doing Minneapolis, that 
she receives quite a few letters complain- 
ing that a lot has been left out that might 
have been put in. 

Obviously every effort is made to keep 
the show from being a pure documentary. 
To do this, celebrities from the town be- 
ing acclaimed as wonderful perform now 
and then. What results, however, is a 


idea ii 
Emerson 


Salesense in Advertising ... 


show that is neither informative nor en- 
tertaining. It just doesn’t seem at any 
time to really get under way. 

Miss Emerson exudes her charm all 
over the place and all over the people who 


STAR—Miss Emerson exudes her charm. 


appear with her. She even exudes it over 
the commercial, which is worked into 
the show. This unfortunately gives the 
impression—at least, it gave the impres- 
sion to this reviewer—that Pepsi-Cola is 
just a mite too sweet for the taste. Miss 
Emerson, like so many people to whom 
fame reached the point 
where she devotes herself to playing the 
part of Miss Emerson. It’s probably in- 
evitable, but to the viewer it is also con- 
siderably trying. 


happens, has 


No Sale Is Ever Made Until a Buyer 
Believes in the Integrity of a Seller 


By James D. Woo.r 
Yesterday in a club car I fell into a con- 
versation with a young veteran full of 
plans to open up a hardware store in a 
small town in Indiana, He had put every 
cent he could scrape up into the venture, 
he had 


bridges 


burned his 
behind him, 
and at this very mo- 
ment he and his wife 
and child were en 
route to the place 

I asked him about 
his plans. He was a 
total stranger to the 
town. He had no ac- 
quaintances, no friends, 
no contacts there. His 
store was to be a new 
one and not an old, established business 
that he was taking over. And there were 
already a couple of fairly good hardware 
stores in the town 

“My plan of campaign is pretty simple,” 
he told me. “I am going to do everything 
I can to win the confidence of the people. 


Jim Wooif 


I am going to make a number of moves 
calculated to build for myself a reputa- 
tion for trustworthiness. Everything in 
my store will be sold on the basis of a 
money-back satisfaction, 
and signs to that effect will be plastered 
all over the store. I have heard it said that 
nothing happens in business until some- 
body buys something. I'll go further and 
say that nobody buys anything until some- 
body believes in the integrity of a seller.” 


guarantee of 


Advertising’s Great Fourth Principle 
This young man’s remarks set me to 
thinking of the late S. Roland Hall, my 


first advertising mentor. He taught me 
five principles of copy that I have clung 
to consistently through the years. The 
worth of any given advertisement, he be- 
lieved, is determined by its effectiveness 
in (1) attracting attention; (2) arousing 
interest; (3) creating desire; (4) inspir- 
ing confidence, and (5) inducing action 

Mr. Hall set great store by his fourth 
principle, inspiring confidence. No sale is 
ever made, he insisted, until the seller 
has won the confidence of the prospective 
buyer 

I am sure that none of my readers will 
disagree with my view, that consumer 
confidence is a precious thing. Why, then, 
do so many advertisers rely so heavily 
on incredible claims? 


a I hold that statements capable of be- 
ing readily believed—statements worthy 
of credit and acceptance—are what certi- 
fy an advertiser’s right to the good opin- 
ion of his readers. I hold further that an 
advertiser destroys his claim to confi- 
dence and consideration when he asks his 
readers to believe incredible things. 

It does not seem possible that people of 
ordinary common sense can accept as 
credible many of the clamorous claims 
currently being made by some of Amer- 
ica’s largest advertisers. Here is a cigaret 
that boasts it “tastes better than any other 
cigaret,” a beer that asks us to believe it 
is “the world’s most refreshing,” still 
another beer that exults in the claim that 
it is “ the finest beer served. . anywhere,” 
a razor blade that delivers “the world’s 
easiest shave,” an automobile that is 
“America's Most Beautiful Car,” a blended 
whisky that is preferred by wealthy, 


sophisticated “Men of Distinction,” and 
a man’s shirt that will simply 
off her feet.” 


“sweep her 


It's the Tone That Hurts 

These exaggerations and mendacities 
are probably not very harmful in them- 
selves. No consumer is grievously hurt, I 
suppose, because a beer or a cigaret boasts 
that it tastes better than any other. And 
no male with a grain of sense—not even 
the copy man who penned the incredible 
claim—believes that an Arrow Shirt will 
“simply sweep her off her feet.” In this 
instance, I gather, the copy man set out 
merely to do something “cute” and catchy, 
and he’s probably done it. 

The case against incredible claims, even 


Tips for the Production Man... 
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when they are relatively harmless in 
themselves, is the hurtful tone they give 
to advertising. The examples I have 
quoted, selected at random from hun- 
dreds in my files, surely do nothing to 
enhance public confidence in the integrity 
of advertising. I cannot believe that the 
general tone of a very great part of to- 
day’s advertising certifies advertisers’ 
right to the good opinion of readers and 
listeners 

I have always believed that modest, 
unpretentious language carries more con- 
viction than bombast. Be on your guard 
against incredible claims in your adver- 
tising copy. S. Roland Hall's fourth prin- 
ciple, inspiring confidence, is surely the 
greatest of them all 


Adapting Plates to Non-Standard Page Sizes 


By Kennetu B. Butler 

Despite efforts of the business paper 
industry to standardize publication trim 
sizes so standard 7x10” ad plates are uni- 
versal, there still are many strong books 
which require full page ad plates of odd 
size. Many books have chosen their page 
sizes with good reasons, they wish to 
preserve the individuality that has made 
them great, and quite understandably 
have no intention of changing to a com- 
mon mold. 

Quite a few advertisers have faced this 
picture realistically and have worked 
out tricks whereby they can save money 
by using a standard 7x10” adplate and still 
utilize page space in the off-standard 
publications. 


e A recent case in point is the insert of 
Minnesota Mining & Mfg. Co. for its 
Scotchlite reflective sheeting, which ap- 
peared in Apvertistnc Ace. The com- 
pany’s standard four-color plate was 
used, enlarged to the bigger page size by 
adding at top and left a series of black 
and white illustrations of the product in 
use. It made an effective ad, giving it a 
news presentation, and at the same time 
four-color plate costs 
by not remaking the plates to the larger 
page size of ADVERTISING AGE. 

With equal ingenuity another adver- 
tiser, American Nickeloid Co., with one 
set of two-color plates, prepared an ad 
which could be run in full-page space in 
certain publications, reduced to two- 


saved expensive 


; NICKELOID 
E 


BENTLEY 
farm 


Colortul night and dey... 
and = tee! 


scorcmait 
ound 


BORDER ADDED—Scotchlite used standatd 
four-color 7x10 plates on this insert, aad 
made it even more effective by the addf- 
tion of news-type examples of the produgt 
in use to adapt the ad to tabloid page sige. 


thirds-page space in others where the 
page rate necessitated taking smaller 
space. It was done simply by designing 
a 7x10” ad so that sawing off part of the 
electros on either side provided an ad 
suited to the smaller space unit. An entire 
series was handled in this manner. 


AMERICAN 
NICKELOID 
COMPANY 

C sbasleadad 


see 
Pree te, thiemors 


WHOLE AND PART—Standard page plate used in certain papers on the schedule of Amer- 
ican Nickeloid Co., with electros sawed down (as shown on right) to utilize two-thirds- 
page space in other publications. Saving: at least $200 in the cost of art work and plates. 
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Limited Price Variety Store Chains Have 
Highest Sales, Profit Margins During 1950 


Boston, Aug. 7—Limited price 
variety chains enjoyed the greatest 
dollar margins in their 
history last year, according to the 
20th annual report on variety chain 
the Harvard Bu- 
Business Research 


sales and 


stores issued by 
reau of 

Rising prices and an expanded 
capacity (more stores) of the “five 
are cited by the bureau 
major factors contributing 
to the gains. Desvite the increases, 
however, bulging expense rates 
higher taxes prevented the 
dollar profit from reach- 
ing the levels attained in the im- 
mediate postwar 

The conclusions are based on a 
study of data contributed by 42 
during 1950 and on the 
continuous record of a number of 


and tens’ 


as the 
ind 
chains 


years 


chains 


COW PEAS & 
CORN BREAD 


That's what we like about the South! 


Sumpin 


else we like down South 


is FISHING — HUNTING all year 
round! (7,500,000 licenses sold!) 
Read by outdoor sportsmen, and 
families 


land Northerners inter 
ested in Southern sports) is 
OUTDOOR SPORTSMAN. Over 
104,000 circulation; each copy read 
by four or more. A PROVED medium 


for sporting goods, merchandise 
; with male appeal, and mail order. 
. Write for semple copy, rotes, results date! 


Outdoor Sportsman 


: PULLS LIKE A PIKE 
South's No. | Outdoor Magazine 
ept. A-3 


Little Rock, Ark 


contributors dating back to 1929. 
The sales increase for the 40 chains 
reporting for both 1949 and 1950 
was 3.7%. 

Total 1950 sales for 42 chains 
operating 5,969 stores were $2,064,- 
821,000 or an average of $349,000 
per store 


@ Gross margins of the 40 chains 
increased from 36.25% in 1949 to 
an alltime high of 37.65% in 1950, 
but total expenses also moved up- 
ward, from 29.83% in 1949 to 
30.15% in 1950 

Net profit was up 
increasing from 6.42% 


7.5% 


almost 1%, 
in 1949 to 
in 1950. The net gain (after 
income taxes), however, changed 
little from year to year. In 1949, 
net gain was 5.45% of net sales 
and 12.98% of net worth. In 1950, 
the net gain was 5.53% of net sales 
and 13.07% of net worth. 


e@ The “most vigorous sales per- 


formance” was experienced by the 
variety in apparel, acces- 
sories, toys, games, books and mis- 


stores 


cellaneous lines. Notions and 
small wares continued a down- 
ward trend noted in earlier re- 


ports 

Other highlights cited in the re- 
port were: 

1. Although expenses moved up 


from 29.8% to 30.2%, many con- 
cerns—particularly the regional 
chains—were able to bring ex- 


pense rates down. 

2. By far the largest item in the 
expense column (after merchan- 
dise costs) was wages, which ac- 
counted for 17.51% of sales, up 
from the 17.31% revorted for 1949 
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Worcester's position, a 
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culation in excess of 150,000. Sunday coverage 
of Labor and Industries June 1951 
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MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 


A 


THE VITAL 60 DAYS—In order to brief newspapers on Parker Pen’s fall ad plans, 


the company played host to about 65 newspaper representatives at a luncheon 


meeting in Chicago (AA, Aug. 6) 


In a huddle at the meeting were (left to right 


George A. Eddy, assistant advertising manager of Parker; David G. Watrous, 
ad manager of the pen company; John E. Rohde, v.p. of Reynolds-Fitzgerald and 


president of the Chicago chapter of the American Assn 


sentatives; George Pearson, v.p. of J. 


of Newspaper Repre- 
Walter Thompson Co., Parker's agency, 


and John Sandberg, JWT account executive on the Parker account. 


3. As percentages of sales, net 
gain before taxes advanced from 
8.7% to 9.8%. Higher income taxes 
were primarily responsible for the 
fact that the net gain after taxes 
remained about 5.5%. 


@ 4. Inventories piled up substan- 
tially, especially for the national 
chains, and the number of stock 
turns decreased from 4.65 in 1949 
to 4.16 in 1950. 

After seven years of reporting 


| data on both chains and indepen- 
| dent 


variety stores, the bureau 
this year decided (after consulta- 
tion with the officers of the Lim- 
ited Price Variety Stores Assn.) to 
simplify the study as much as pos- 
sible by omitting data on indepen- 
dent stores. In addition, analyti- 
cal material was condensed and a 
number of special analyses were 
discontinued. 


The 26-page volume (price, $2) | 


is available from the Harvard Bus- 
iness School’s research division, 
Soldiers Field, Boston 63 


Don Allen Names Three 

Keith W. Kimerer has been 
named assistant account executive 
and assistant public relations di- 
rector of Don Allen & Associates, 
Portland, Ore. Ken Webber, for- 
merly with George W. McMurphey 
Advertising Agency, has joined 
Allen, as has Don James, free 
lance author, who has been named 
copywriter 


Sears Names Nitzburg, Long 

Harold Nitzburg, sales promo- 
tion manager of Sears, Roebuck & 
Co. stores in Buffalo, has been 
promoted to a similar position in 
Boston. He is replaced in Buffalo 
by Lewis E. Long. 


Mutual Subscribes 
for Nielsen Service 


Cuicaco, Aug. 7—Mutual Broad- 
casting System has become the 
second major network to subscribe 
to A. C. Nielsen Co.’s marketing 
service. American Broadcasting 
Co. began using this sales data in 
April of this year. 

The new service is designed to 
aid the networks in coordinating 
the food and drug sales informa- 
tion and other Nielsen marketing 
data with audience measurement 
reports from the researcher's ra- 
dio index. This enables broadcast- 
ers to: 

1. Match the sales of a product 
in areas where one of their shows 
is carried to determine sales re- 
sults. 

2. Determine use of a brand in 
homes of listeners to a show com- 
pared with use in the same homes 
before this show went on and com- 
pared with use in homes of non- 
listeners to the sponsored program. 


3. Compute product sales by 
city size and by other subdivi- 
sions. 


Robin Hood Names Tessier 

J. M. Tessier has been named 
advertising manager of Robin 
Hood Flour Mills, Montreal, in 
the company’s Quebec office. He 
formerly was national advertising 
manager for Sherwin-Williams Co. 
of Canada, in its Green Cross in- 
secticides division. 


Floyd Berg Studios Moves 
Floyd Berg Studios, Cincinnati 

advertising artist, will move to the 

Glenn Bidg., 5th and Race Sts. 


Advertising Age, August 13, 1951 


Baseball Team Gets 
‘Free’ Advertising 
Ride, Says ‘Forbes’ 


New York, Aug. 7—Advertis- 
ing and publicity for a major 
league baseball team like the New 
York Yankees is relatively inex- 
pensive, according to an article 
in the Aug. 1 issue of Forbes. 

On an average weekday, the 
Bronx Bombers rate about 12 col- 
umns, or a page and a half, in the 
average New York newspaper. At 
regular page advertising rates, this 
inside coverage in the New York 
Times alone would equal about 
$900,000 a year, Forbes estimates. 

Important games often rate eight 
or ten inches on the front page, 
and the World Series calls for 
front-page banner headlines for 
the better part of a week, the ar- 
ticle continues, pointing out that 
; this space couldn’t even be pur- 
' chased for advertising purposes. 


e How much paid advertising do 
the Yankees do? The article states 
that they place approximately 70 
| 3” ads in the Times every year at 
a cost of about $4,000, and they 
pay the travel expenses of a Times 
baseball writer who writes “a one- 
column essay on every Yankee 
game outside New York.” 

With some $5,000,000 in assets, 
Forbes asserts, “the Yankee or- 
ganization gets about 200 times 
the unpaid linage of, say, AT&T, 
whose assets run to $11.5 billion.” 

The Yankees also are paid $175,- 
000 for radio rights and $150,000 


for TV rights to their contests. 
These arrangements include fre- 


quent plugs for Yankee games and 
frequent announcements about 
seat prices, etc., the article states. 


Peerless Camera Promotes 2 

Sidney W. Rosen, who recently 
joined Peerless Camera Stores, 
New York, has been named direc- 
tor of newspaper, magazine and 
direct mail advertising. He was 
formerly ad manager of Interstate 
department stores. Morris Bragin, 
with Peerless for 18 years, has 
been named coordinator of public 
relations, display and special pro- 
motions. 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one or more colors 


714 S. Adams St., Marion, Indiana 


DON’T LET 
ANYBODY KID YOU 


there’s no substitute, absolutely no substitute for 


THE GARY POST-TRIBUNE 


Gary’s only newspaper 


for delivering your advertising with sales-producing impact in the 
Gary Metropolitan Trading Area. 


More than twice the effective coverage of all Chicago dailies com- 
bined in this area, and no other medium even approaches our audi- 
ence and local level influence in this market. 


GARY 


Metropolis of Indiana Industry 
Second City in the State 
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Advertising Age, 


August 13, 1951 


“BH&G’ Study Shows Buying Importance of 
Both Newsstand Readers and Subscribers 


Des Moines, Aug. 8—Better 
Homes & Gardens has recently 
completed a highly interesting 
study of the habits, possessions 
and reading interests of both sub-| 
scribers and newsstand buyers of 
the service magazine. This marks 
the first time any magazine has 
adequately surveyed newsstand 
reader characteristics, according, 
to J. T. Miller, BH&G’s director of | 
research. 

A new technique was developed 
to get the names of newsstand 
buyers. Brief questionnaires were | 
placed in a certain number of | 
copies of the April, 1950, issue 
which were packaged for news- 
stand distribution. To increase the 
number of returns, each respon- 
dent was promised a dollar bill 
for his reply. The names received 
were used in making the news- 
stand reader survey. 

Subscribers’ names, chosen in a 
random sampling from mailing 
stencils, made up the other portion 
of the questionnaire list. Subscrib- 
ers also received dollar bills. 


| 
@ Survey results show that 42% 
of BH&G readers bought furniture 
during the 12-month period previ- 
ous to filling out the questionnaire. | 
Broken down, however, figures 


| 38% 


| 2,600 (88%) 


| families, 


show that 48% of the newsstand 
buyers bought furniture, while 
of the subscribers did so. 
BH&G explains that “newsstand 
buyers are more active buyers be- 
cause they are younger and their 
needs bigger—more urgent.” 

The following figures show per- 
centages of subscribers and news- 
stand buyers who bought home 
furnishings in the 12-month peri- 
od (percentages are based on the 
number of returns): 


Sub- News- Aver- 
scribers stand age 
Furniture .... % 48%, 42% 
Wool rugs, carpets 20 25 22 
Linoleum, tile floor 19 20 
Draperies, curtains 44 50 46 
Bedspreads " 21 23 22 
Mattress or bed 
a ee ‘ 17 22 19 
Silverware—plated . 7 10 9 
Silverware—sterling 8 10 9 
China or pottery .... 20 23 22 
Cooking utensils .. 33 38 35 
e A response of 91% from the 


newsstand section was received, 
and an 85% response came from 
the subscriber group. There were 
2,946 questionnaires mailed, with 
usable returns. 
The study covers BH&G readers’ | 
homes, equipment and 
possessions, interests and habits. | 
Complete survey reports are avail- 
able to agencies and advertisers 
from Better Homes & Gardens. 
' 


Study Indicates 75% 
of Men Disdain Idea 
of Complete Leisure 


MINNEAPOLIS, Aug. 8—Viewers 
with alarm who contend the Amer- 
ican male is concerned only with 
security will be heartened by the 
news that only one man in four 
looks forward to the leisure of 
retirement. 

According to a survey of 3,000 
male Northwestern National Life 
Insurance Co. policyholders, 37% 
would keep right on working at 
their present jobs if they could; 
39% want to be financially able to 
cut their working hours or shift 
into some lighter occupation, and 
only 24% want a life of ease when 
they reach retirement age. 

Judging from the results ob- 
tained in the survey, younger men 
are more inclined to like the idea 
of complete freedom from work 
when they reach retirement age! 
than their seniors. A total of 28% 


Airways Director 


Robert E. Caskey has been elected a| 
director of California Eastern Airways, 
Inc., New York. Mr, Caskey and 302,833 | 


other men of action throughout Amer- 


( ADVERTISEMENT) ' 


ican business read The Wall Street 


Journal daily. 


| many 


| Lake City, 


of those under 40 said they would | 
like the leisure of retirement, but | 
only 23% of those in the 40-49 
bracket want complete retirement 
and only 20% of the 50-59 age 
group would welcome inactivity. 


s Almost half (45%) of the old-| 
er men would like to continue in 
their present jobs as long as they 
can pull their weight, and the re- 
mainder (35%) would like to ease | 
up a bit but still be useful. | 

Among the parttime money- 
making activities planned for the 
retirement years, small-scale} 
farming is the most popular ob- 
jective, and operating some sort | 
of small business—such as a tour-| 
ist cabin camp—is the second most 
frequently named type of occupa- | 
tion. 

Among the avocations, hunting | 
and fishing are the favorites, with | 
gardening, woodworking and) 
photography as the runners-up. | 
About three out of four plan to! 
do some traveling and twice as| 
would choose the country 
as would like to live the sunset | 
years in the city. 


Canadian Wine Institute 
Sets Ad, PR Campaign 

For the first time since 1940,)| 
the Canadian Wine Institute has 
voted an advertising and public 
relations appropriation, designed 
to increase the wine output in 
Canada from 4,000,000 to 6,000,000 
gallons. 

Two and four-color ads will run 
in national magazines, starting in 
November. Ontario and Quebec 
dailies and weekend newspapers 
also will be used. MacLaren Ad- 
vertising Co., Toronto, handles the 
account. 


KSL, KSL-TV Split Promotion 

Stations KSL and KSL-TV, Salt 
have split their pro- 
motion departments, and Wayne 
Kearl and A. Richard Robertson 
have been appointed to head pro- 
motion of radio and TV, respec- 
tively. 


Prakken Opens in Chicago 

Prakken Publications, publish- 
er of School Shop and Education 
Digest, has opened a Chicago of- 
fice at 53 W. Jackson Blvd. T. 
Todd Jones, ad manager, is in 
charge. 


Richard Alexander Elected 

Richard B. Alexander, Ist v.p. 
of National Tile & Mfg. Co., An- 
derson, Ind., has been elected 
president and general manager, 
succeeding his father, R. H. Alex- 
ander. 


New Pipe Group Formed 

American Smoking Pipe Manu- 
facturers Assn. has been organized 
in New York, representing about 
80% of the volume of the smoking 
pipe industry. Officers elected in- 
clude George M. St. John of S. M. 
Frank & Co., president; Bernard 
Gould, Kaywoodie Co., v. p.; Ben 
Lieber, Knickerbocker Smoking 
Pipe Co., secretary, and 
Shoemaker, Briarcraft Inc., treas- 
urer. Joseph R. Kolodny, man- 
aging director of National Assn. of 
Tobacco Distributors, has been 
named honorary chairman of the 
board. 


| Quaker Oats Names Reineck 


Edward A. Reineck, who has 
handled technical sales for Quak- 
er Oats Co., Chicago, since 1945, 
has been named assistant sales 
manager of the company’s chemi- 
cals department, a new post. 


Anderson, Smith Moves 

The Montreal office of Ander- 
son, Smith & Cairns has been 
moved to 1510 Drummond St. 
AS&C is a subsidiary of Anderson 
& Cairns, New York. 


Write for Circular AA-8 


ADmaster 
rpeutomatte 
DISPLAY 


HOLDS INTEREST-SELLS 


ADmaster is designed to the needs of 
advertisers. Accommodates from 6 to 18 
separate standard 8” x 10” photographs, 
posters, photo-gelatin prints, Black-Lite 
fluorescent posters, magazine advertise- 
ment reproductions, etc. Each message 
moves in sequence. ADmaster action at- 
tracts attention, holds interest, delivers 
your product message——clinches the sale! 
Compact and portable no optical system 
or film; hence ideal for day-lighted win- 
dows and upon retail store counters, 
Fluorescent lighting assures brilliant, 
even-lighted messages. Fool-proof opera- 
tion, long life, low priced for volume use. 


ADMATIC PROJECTOR COMPANY 


800 Davis Street, Evanston, Illinois 


the entire family. 
Let the 


sales area! 


tent and dependable producer of sales. 
This is why steadily increasing numbers 
of advertisers are adding Capper’s 
Weekly to their list. They know Cap- 
per’s Weekly with its unique style 
of Human Interest Editorial 
Technique - wins readership by 


Cappers Ney 


912 Kansas sang 
Topeka, Kansas 
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Town Market of the Mid- 
west at LOW COST. 


Advertising checking records are 
the “proof of the pudding™- on list after 
list - that Capper’s Weekly is a consis- 


“old reliable”Fea- 
ture News Weekly of The Rural 
Midwest -increase sales for your 
product throughout this vital 


ly 


Puetcations Ly, 


-_ 
la a. 
feat va ¥ Few, Ly, 


i 


ARE USING A 
WEEKLY NEWSPAPER LIST... 


~~ 


ane vt 


AO PERO aD: 


Mr, Lue 


in this wast ond prosperous 


region over |/5th of the 
nation s entire agricultural 
weolth « produced 


In tha rch mdwestern Form 


ond Ruro!l Town morket - Cop 


pers Weekly «a fomily read- 


ing favorte! 


: BD aS aeemeres ‘ae 2 eee *  _ eas. CC = a a sa Oy OR ee : Ea oe a. «|= i podne eer 
mee = % ; tnd ae " : el Bee, ; So 7 - eee nee : Be a a ae a ae : Bask! ee i Bee Pn figs ke 
. -, . Sy rs is AS) or an ‘ta js ie ‘ Le 3 d 4 1S ae 
H . ny : . 
- a 
. res 
ES 67 oe 
ae 
aS 
; 
- ‘ AS 
: eral 

ae 
is : 
a 
A gh 
in 
cae ot 
aoe, 
ay 
ght 
ee 
re 
' eT 
~ ee | 
a we ae 
a bh Je 7 os 
: } ie 
ee eit 
"9 a ae 
Ce i cede 
Rome 

“Se Se 

—_———$. Eee se 

mks 
a 

he 

Ao gee 

2s 

¥ | 1 
p@'sWEEKEY «- ‘Ke 
+] CRPPRASWEEKEY = re a 
= —s eens a ape 

a at es 
al = | =| = 
+E | ’ ass ae 
{ -— ~~ Pa 
~ ' Tate ee 
ae ~ ae 

<aumitie : — ~ int; . 
\ — es 
Bee ‘ we | ae * 
ad > _ 
Eee: > am >; 
ee } 4 Peg 
a ‘a : ; aa m7. 
a ) ae: 
" : | oe 
_Z ‘ . is 
’ ms, ' ae Rye o8 

: Me ei. 
y 7 o, iH] eS 
9 “= ’ . as hawk 
] *. — ; ies a a 

y, / | | + fae 
} ; x Aer 
| ||| FAaauaaa ; a 
l “IN, te has Pee 
2 gee 
i} - ies 
a : stoaie’ | ae Gm 
ee | | TH : gts Sg 
ae I ax 
AAT a & 
zz \ HT a? 

‘ iii WT I aR, 
Ee AAMT sm 
“ wT poe 
r ? \ WAH l sees 
* eh ‘ f | HHI] Vee 
: eS ey tS. \ ie te 
oe “RE ig ae 

{ ‘ ee “3 te 
™~ : meat 
‘ = ss eaten 
d ‘ t es 
r ' an ae ' Datta 
ee ell Setar: 
; | \ i 
Re kan 
’ : y fee 
: - a > a a: 4 st 
} \ ae ~~ rm - Ete 
| 4 ‘ eeu — iota 
1 | a a= a aes 
_ i a Fae 

{ f as “a liege 
} “4 » ae - Coan 

‘ . See 
eh Sete eat 

Ay Se ———— oe 

1 SAY RS. wes 
i SSStitithise . -* Saas ry ee 
| fs a. | : ee 
sng YAN \ aN Perf, 

pe eke |! ue SN ps 
=fSSrees WEN aS fie 
| oa in . RAS te oe. 
\ ROAR SES at | ee gh Res 
' - - eee 
i hye 
/ Css Phage 
ee | Fe ey x 
Le 
’ ee Sidra 
fF es * ea Gie® 
! oe 
7 fe. 


tren ener vstllinee 


ae 
if 
; 2 z 

68 
To Promote Gaines Meal 

The Gaines division of General | 
Foods Corp., Kankakee, IIl., will! . 
open a campaign next month for| ong e e la a 
its new homogenized Gaines meal 
for dogs. Eleven magazines will 
carry fractional to full pages in 
b&w and two colors. Announce- e This month, on the 15th anni-; an official slogan which would 
oom W ill be used on the “Wendy versary of present management's | adequately describe the opportuni- 
ae — B > BS), sae ... control of the Philadelphia Inquir-| ties offered by the city, the Hous- 
papers cine are oahniaden ‘aaaten er, the paper's business staff is| ton Chronicle recently conducted a 
& Bowles, New York, is the agen- busy drawing graphs showing the contest open to Houstonians, Tex- 


paper’s growth under the late M. 
L. Annenberg and his son, Walter, 
who is currently editor and pub- 
lisher. 

All of the charts seem to show 
an upward trend. In 1936, for ex- 
ample, the paper carried 14,640,078 
lines of advertising. In 1950, the 
figure was 36,019,931. Daily ad lin- 
age up 165% and Sunday ad 
linage has increased 120% in the 
same period. Daily circulation has 
risen from 289,000 in 1936 to 678,- 
000 in 1950, or 139%. The Sunday 
circulation last year was 1,120,000, 
almost double the 1936 figure of 
695,000 
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KWKH HELPS SOFT DRINK 
MAKE AMAZING COMEBACK! 


The chart above shows what three quarter-hour programs a week 
on KWKH have done for Panola, a soft drink bottled by the 
7 UP Bottling Company of Shreveport. 

The 7 UP Bottling Company started using KWKH in July, 1950, 
when sales of ‘Panola were at a low ebb—down 40% from the cor- 
responding period of 1949. KWKH helped check the slump 
immediately, and by March 1 of this year, Panola’s sales were 
actually 14% above the corresponding two-month period 
of 1949—a ‘‘real’’ gain of perhaps 34%, since industry 
sales declined 15% to 20% during the period! 

Panola’s schedule on KWKH consists of a 15-minute segment of 
a late afternoon disc-jockey program. This has been, and still 
is, Panola’s complete advertising campaign! 


What can we “Panolate” for you? 


KW KH 


SHREVEPORT 
50,000 Watts e CBS 


The Branham Risen eiensiindten 
Henry Clay, General Manager 


ans and “foreigners” as well. 

The winning contribution was, 
“Houston: America’s Industrial } 
Frontier,” and it has since become 
hallmark of the city. Letterheads, | 
transportation ads, pamphlets and 
all other civic advertising media 
will employ the slogan, which has 
been officially adopted by the 
Houston Chamber of Commerce. 


e@ A new brochure produced by 
the production department of the 
Baltimore News-Post describes the 
growth and changes in the city 
during the past ten years. Popu- 
lation, income, home building and 
industrial advances are covered in 
pictures and text. The elaborate, 
20-page brochure is available from 
the News-Post or from any Hearst 
Advertising Service office 


@ Those brightly-wrapped Christ- 
mas packages that have been mak- 
ing the rounds lately were not de- 
layed by the Post Office. Seems 
Station WDTV, Pittsburgh, decided 
that a “Christmas in July” message 
would be an appropriate approach 
to agency people who will soon be 
working on schedules and pro- 
gramming for the holidays 


e@ Wallaces’ Farmer & lowa Home- 
stead and Wisconsin Agriculturist 
& Farmer have issued new maps 
showing the number of tractors 
and number of farms with elec- 
tricity in both Iowa and Wisconsin. 


e The News-Journal, 
Beach, Fla., has received 
award for volunteer service 
the Treasury Department 


Daytona 
a special 
from 


e “Sure, You Can Influence Con- 
gress” and the new 24-page bro- 
chure with that title outlines a 
plan for doing so. Nation’s Busi- 


ness asked congressmen whether 
they knew subscribers in their 
home towns and how influential 


these subscribers are. The booklet 


contains the answers 


@ More than 500,000 news items, 
arranged alphabetically by sub- 
jects, persons and organizations, 
are contained in the new, 1950 edi- 
tion of the “New York Times In- 


dex.” Copies of the annual index 
are priced at $35 
e@ The latest edition of “Test 


Town, U.S. A.” has been issued by 
the South Bend Tribune. The 42- 
page report contains market facts, 
population, income, buying power 
and retail sales data, industrial 
employment information and mate- 
rial on the South Bend distribu- 
tion machinery. Availability of 
1950 census data has enabled the 
paper to include a great deal of 
accurate market ‘information 

e The September of Pro- 
gressive Farmer 14.7% 
more advertising than the same is- 
sue a year ago, and the largest 
amount of advertising of any Sep- 
tember issue in the publication's 
65-vear history 


issue 
carries 


@ McGraw-Hill’s Industrial Dis- 
tribution is observing its 40th an- 
niversary as a publication for dis- 
tributors of industrial tools, equip- 
and supplies. During the life 
span of the periodical, three other 
publications have been merged 
with I]D—lIndustrial Selling, In- 
dustrial Distributor & Salesman 
and Mill & Supply Salesman. In 
1950, incidentally, Industrial Dis- 
tribution carried 2,260 pages of ad- 


ment 


vertising, compared with 1,276 


pages in 1930. 


of Mechanix 
88.4% 


or 


eA total of 99.3% 
Illustrated readers are men; 
have a high school education 
better; 73.7% are married; the 
average annual family income is 
$4,241, and 93% own a car. These 
—and other—-facts about the MI) 
audience appear in a new, compre- 
hensive study of the publication’s 
readers based on questionnaires in- 
serted in the April, 1951, issue. 


@ Farm Journal has published the 
| results of a survey of 5,161 county 
agents, assistant county agents 
and 4-H Club agents throughout 
the country. The study, made by 
County Agent & Vo-Ag Teacher, 
asked each respondent which of 
the farm magazines is most help- 
ful to them and which is most help- 
ful to farmers planning their work. 


e@ John S. Knight, publisher of the 
Akron Beacon-Journal, has an- 
nounced that the paper will under- 
take a $4,000,000 building and ex- 
pansion program rapidly as 
shortages and restrictions permit. | 
The plans include new equipment, | 
additional buildings and more ef- 
ficient shipping and receiving | 
facilities 


as 


e@ Charm readying a new re- 

port on its readers, based on 3, 101 
personal interviews among career 
gals in all types of business. The | 
study will include data on wages, 


is 


brand consciousness, life insur- 
ance, stock ownership, clothing, 
etc 

e Look has scheduled its third 


seasonal related-product promo- 
tion for druggists to begin Oct. 23. 
The magazine expects about 3,000 
chain and independent drug stores 
and many wholesalers to tie in 
with the theme, “Your drug store— 
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your beauty and health resort.” A 
4'2-page editorial feature in the 
Nov. 6 issue (on sale Oct. 23) kicks 
off the push 


e@ Soon after Station WOAI-TV 


| bought the sign-off spot of San 


Antonio's daytime only Radio Sta- 
tion KITE to plug evening televi- 
sion shows, Station KITE turned 
around and bought TV spot time 
on Stations WOAI-TV and KEYL 
to plug its daytime radio programs 
Typical spot: “Yes, fewer doc- 
tors recommend KITE than any 
other radio station. But most of 
their patients in San Antonio find 
that KITE’s ‘good music’ all day is 
very soothing to their nerves. Tune 
to KITE’s good music tomorrow 
morning.” The stations accepted 
the copy on condition that it plug 
only daytime radio operations. 


e@ The Portland Journal is cele- 
brating the 100th monthly edition 
of its employe publication, “Ours 
Ahead,” with a 28-page issue con- 
taining 60 photos and illustrations 


highlighting the last decade. Flor- 
ence Millsaps, secretary to Pub- 
lisher P. L. Jackson, has edited 


the publication for the entire 100 
months 


| Build Volume 
at LOWER 
SALES COST 


Door-to-door $Selling—bet- 
ter known os DIRECT 
SELLING — is building 
giant volume quickly for 
mony manufacturers it 
may be your answer to 
present day complex soles 
problems. Direct Selling is 
fully exploined in fascinat 
ing booklet—mailed FREE 
Please write on your let 
terhead. 

OPPORTUNITY MAGAZINE 


28 E. Jackson Bivd 
Dept. A79, Chi cago 4, u 
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NEWSPAPER GAINS IN 
March, 


HOUSTON PRESS . . 


DAILY 


189,821 


(A.B.C. Publisher's State 


_— 


CIRCULATION GROWTH 


1950—March, 1951 


OAKLAND TRIBUNE 
DETROIT FREE PRESS. . 


LOS ANGELES MIRROR 
NEW YORK HERALD-TRIBUNE 


TOTAL NET PAID CIRCULATION 


IN THE 


ATION 


AILY 


DAILY CIRCULATION 


34,806 
20,611 
15,710 
15,481 
14,838 


se ¢ 2 ee 


SUNDAY 
195,493 
pment, March A 1951) 


Oakland. 202Tribune 
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CRESMER & WOODWARD, INC. 
| Representatives Including Sunday Magazine 
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ADMEN All—Here’s the head 
1 . Hy 


—— 


ury, Advertising Council and volunteer ad 


Left to right: Arno H. Johnson, v.p. and director of media 


table lineup at a New York 
| plans for the defense bond 
drive beginning Labor Day. Representatives of the U.S. Treas- 


rector, 


agencies attended. 


and research for J. Walter Thompson Co.; John Rolfe, copy di-| 
Foote, Cone & Belding, Chicago; Thomas H. Young, | 
director of advertising, U. S. Rubber Co.; Elihu E. Harris, director | 
of advertising, U. S. Savings Bonds division, Treasury Department, | 
ond Eugene J. Gorvy, FC&B account executive. | 


Survey in N. Y. Shows Many Admen 
Are Looking Around for New Jobs 


(Continued from Page 1) | 
spokesman said there were fewer | 
people looking for these jobs at} 
the moment. He _ indicated that | 
otherwise the situation is about} 
as usual, except in radio depart- | 
ments. 


e@ In radio and television, there 
have been a number of changes 
both at broadcasting studios and 
in top flight agencies. Key person- 
nel has been switching from agen- 
cy to agency and from studio to 
studio for several months, and 
people who know the field say it 
is likely to continue into the fall. 

At J. Walter Thompson Co., AA 
was told that there is a great short- 
age of qualified secretaries. Three 
major reasons were given: (1) the 
lower birthrate during the depres- 
sion years has reduced the number 
of young women now coming 
along looking for jobs; (2) govern- 
ment demands are taking a larger 
number of applicants; (3) higher 
living costs and increasing diffi- 
culties of commuting have caused 
more young women to seek jobs 
in the suburbs than formerly. 

Salaries for most jobs are higher 
than a year ago, and most appli- 
cants expect more money, AA was 
told. This applies to secretarial 
help, typists, billing clerks and file 
clerks. 


e An active demand for good 
copywriters was reported by Rose 
Brophy, who places many people 
in the agency field. There is al- 
ways a demand, she said, for copy 
men who know the package goods 
field and also for men experienced 
in the drug field. There are more 
openings than there are competent 
men to fill them, she said. 

Miss Brophy confirmed the fact 
that there is a shortage of secre- 
taries. There is also a continuing 
demand for typists, file clerks and 
billing clerks, she said. 

“The problem today is the same 
as it always was,” she said. “There 
are always openings and always 
people who want jobs. But to get 
the right person for the right job 
is not too easy. But qualified peo- 
ple,” she admitted, “can get what 
they want today easier than they 
could a year or two ago.” 


e This summer has been more 
active, Miss Brophy said, than last 
summer in the agency field. She 
expects placement opportunities to 
open up more vigorously in Sep- 
tember than they have in some 
time. “But this,” she cautioned, 
“will not be confined to the ad- 
vertising field. Publishers also will 
be looking for efficient help, as 
there is always a turnover in the 
fall.” 

Maude Lennox, head of Maude 
Lennox Personnel Service, told 


AA that she has a larger number 
of openings in the agency field 
than she had a year ago. She men- 
tioned clients who want an ad- 
vertising director in the packaging 
field at $35,000, a copy chief in 
the drug field at $17,000, a mer- 
chandising manager in the mail 
order field and another for a man- 
ufacturer of specialty items, both 
at $15,000. There is a good demand, 
she said, for men who know pre- 
mium selling, for copywriters and 
for television writers. But it’s not 
easy to get the right men for the 
right jobs. 


es Speaking of secretarial help, 
Miss Lennox said that she is un- 
able to fill 10% of the requests she 
gets. Salaries here for secretaries, 
she said, range today from $60 a 
week up. The schools are still turn- 
ing out good secretaries, she said, 
but most of the companies today 
go directly to the schools for help, 
rather than to employment agen- 
cies. 

At Jobs Unlimited, 
Jerry P. Fields said “anybody with 
advertising agency experience of 
any kind can get a job today.” One 
of the reasons for this, he believes, 
is that there have been a number 
of big account shifts lately. 

While the number of job seekers 
who visit this agency is about the 
same as last year, most of the 
visitors are presently employed 


Director | 


and are just looking around for} 


better positions, Mr. Fields said. 
There are more jobs open now, 
he said, particularly for creative 
people, TV commercial writers 
with agency experience, executive 
secretaries and “Girl Fridays.” 
Most openings are in the $5,000 to 
$15,000. brackets. 


es Salaries, Mr. Fields says, have 
gone up 20% since last year, and 
he attributed this more to the 
scarcity of talent than to the in- 
creased cost of living. It has gotten 
to the point, he said, where clients 
call him up asking him to steal 
personnel from other clients. 

Demands for specialized person- 
nel have eased somewhat, accord- 
ing to Mr. Fields, mainly because 
there aren’t enough around. “Any 
agency that is looking for a canned 
spinach copywriter will now settle 
for a canned corn copywriter,” he 
said. 


Reeves Named Murine S.M. 


Fred C. Reeves, who joined 
Murine Co. in 1940, has been pro- 
moted to sales manager of the 
Chicago concern. 


Dallas to Shappe-Wilkes 

H. L. Dallas Inc., New York 
electronic equipment wholesaler, 
has appointed Shappe-Wilkes, New 
York, as its agency. 


-machine will be used to promote 


Frozen Apple Juice | 


Passes Test in West 


YakKIMA, Wasuh., Aug. 8 Market | 
tests give an encouraging outlook 
for frozen apple juice concentrate, 
key men in the Washington apple | 
industry were told here at a day- 
long session late last week. 

Backed by newspaper and radio 
advertising, 10-week tests in Mo- 
desto, Cal., and Tyler, Tex., re- 
sulted in 31% of Tyler and 25% 
of Modesto homemakers’ knowing 
of the concentrate. Of the total 
housewife population, 22% bought | 
in Tyler and 16% in Modesto 
Seven out of ten made repeat pur- 
chases, and four in ten made more | 
than three separate purchases. } 

The product was manufactured | 
for test purposes at the U. S. De-| 
partment of Agriculture’s western 
regional laboratories at Albany. | 
Cal. Federal officials joined the 
Washington State Apple Commis- 
sion and growers and shippers in| 
the research. 

The concentrate was sold in six-| 
ounce tins and was reconstituted | 
by adding three parts of water. | 
It is not produced commercially | 
at the present time. 


D. C. VENDORS TEST 
CIGARET COUPONS 

Wasuincton, Aug. 8—G. B. 
Macke Corp., Washington opera- 
tor of approximately 80% of the 
automatic cigaret and candy vend- 
ing machines in the District of 
Columbia and suburban areas, an- 
nounced today that it will test a 
coupon plan in conjunction with 
cigaret sales. 

Coupons attached to each pack 
of cigarets by the vending machine 
firm will be good for exchange for 
a variety of merchandise premi- 
ums. Area newspapers and point 
of sale materials at each vending 


the plan. 

Henry J. Kaufman & Associates 
here has been appointed as adver-| 
tising counsel on the project. | 


|} @ Sale 


FCC Plans Extensive Investigation 


of ABC-Paramount Theaters Merger 


Wasuincton, Aug. 9—Merger of 
ABC and United Paramount The- 
aters ran into a serious snag here 
today as the Federal Communica- 
tions Commission announced that 
it is opening a broad investigation 
of Paramount's past TV activities. 

While the merger of the net- 
work and the theater chain is not 
an issue in the investigation, there 
is little possibility that the commis- 
sion will take up the merger until 


|} it reaches a finding on the fitness 


of Paramount to operate stations. 
In announcing its new investiga- 
tion of Paramount, FCC said the 
date of the hearings would be an- 
nounced later. Complex proceed- 
ings of this kind often take one to 


| two years before the hearing rec- 


ord is completed, proposed find- 
ings are issued, and the final legal 
arguments are heard 


@ Application for the merger of 
ABC and Paramount was filed 
with FCC last month. It is a fore- 
gone conclusion that FCC will hold 
hearings on it before acting. While 
there is an outside chance that 
the merger may eventually be in- 
cluded in the broad Paramount 
investigation, chances are it will 
have to mark time 

There is no possibility that the 
issue will be settled in time to 
permit the proposed American 
Broadcasting-Paramount Theaters 
company to be in operation this 
fall. 

One reason why the deal inevi- 
tably hinges on the new investiga- 
tion is that FCC is questioning the 
transfer of the Balaban & Katz 
station, WBKB, Chicago, from Par- 
amount Pictures Inc. to United 
Paramount Theaters Inc 


ing to FCC, this transfer and the| 
transfer of other Paramount prop- | 
and |} 


erties was never 
may have taken 
FCC's consent. 


approved 
place without 


of WBKB from United 
Paramount Theaters to CBS is a 
by-product of the ABC-Paramount 
merger and would have to await 


clarification of United Paramount | 


Theater's title to the station. 

FCC's new Paramount investi- 
gation goes to the roots of Para- 
mount’s policies and its key per- 
sonnel. Among the issues raised 
by FCC are these: 

1. Were TV properties split be- 
tween Paramount Pictures Corp 
and United Paramount Theaters 
Inc. under a consent decree with- 
out approval of the FCC? Are the 
properties being operated illegally? 

2. Who are the men running 
these two corporations? What is 
their record with respect to anti- 
trust violations? Are they quali- 
fied from the standpoint of char- 
acter and conduct to be licensees” 

3. What limitations, if any, have 
these firms placed on the TV use 


| of motion picture films, stories or 


Gets Subway Display Rights 

The New York Subways Adver- 
tising Co., which already has ex- 
clusive rights to car and station 
advertising on the New York 
transit system, has acquired the 
Board of Transportation contract 
for three-dimensional illuminated 
advertising displays in the sub- 
way. The contract was made three 
years ago by the board with Mac- 
Arthur Advertising Corp. and was 
assigned to Martin Sales Develop- 
ment Corp. last yea 


Grove Signs Newscast 

Grove Laboratories, St. Louis, 
for Bromo Quinine, has signed to 
sponsor 26 weeks of Cecil Brown's 
news commentaries Tuesdays and 
Thursdays, 8-8:15 a.m., over the 
Don Lee Network, starting Sept. 
18. Gardner Advertising Co., St. 
Louis, handles the company’s 
Bromo Quinine account 


talent which they control? 

4. What arrangements are con- 
templated for the telecasting of 
selected programs in theaters, to 
the exclusion of other outlets? 


@ With the opening of the Para- 
mount investigation, FCC appar- 
ently is moving into a full-scale 
study of the role motion picture 
interests are to play in TV. 

In focussing attention on con- 
tractual arrangements which might 
divert top programs from TV to 
theaters, FCC delves into a prob- 
lem it suggested last March in a 
policy statement questioning the 
wisdom of turning TV properties 
over to corporations which may 
have conflicting interests. 

Recent theatercasting of sports 
events undoubtedly sharpens the 
issue. 

In addition to Paramount, other 


Accord- | 


film producers and_ exhibitors, 
many of whom have radio and TV 
properties or ambitions, have split 
producing and exhibiting proper- 
ties under similar consent decrees 
with the Department of Justice. 
clearing up long-standing anti- 
trust charges 


e FCC's March policy statement 
Said anti-trust offenses would not 
in themselves preclude ownership 
of stations, but that individuals 
and corporations which were re- 
peated and constant offenders 
might be considered unfit for ra- 
dio and TV. 

The case raises a novel legal 
Situation in which FCC precludes 
the completion of a consent decree 
which had already been executed 
by the federal courts and the De- 
partment of Justice. 

In its investigation of the make- 
up of the two new firms created 
by the consent decree, the commis- 
sion in effect questions the effec- 
tiveness of an anti-trust settle- 
ment worked out by the anti-trust 
division of the Department of Jus- 
tice and the federal court, 


@ In ordering its investigation, 
FCC noted that applications fer 
the transfer of TV properties of 
| the old Paramount firm had been 
| filed with the commission but 
had not been acted on. FCC denied 
| that transfers under a consent de- 
| cree are “involuntary,” as claimed 
by Paramount 

| The investigation covers the pre- 
| posed transfer of Paramount Tele 
| vision Productions Inc. (KTLA, 
|Los Angeles) and the DuMont 
stations in Pittsburgh, New York 
and Washington from the old firm 
to the new film production organs 
ization; the transfer of Balaban & 
Katz (WBKB, Chicago) to the 
theater firm; plus applications for 
| license renewals and commerci 
operating permits for a number 3 
the stations. 

Still uncompleted in the FC@ 
files is an old investigation of 
Paramount's interest in varioug 
TV properties. In a proposed orde® 
in this proceeding, issued nearly 
three years ago, FCC held that the 
old Paramount company had subs 
stantial financial interests in more 
than the permitted number of sta- 
tions. In the split-up, however, 
the new Paramount firms each 
emerged within the legal limit. 
| In the course of the earlier in- 
j vestigation, FCC reached a “pro- 
}posed conclusion” that Para- 
mount’s ownership of Class B 
| stock in DuMont constituted “con- 
| trol.” 


| 
| 
| 
| 
| 
| 


| CBS’ Sales for First Haif 
| Top ‘50, but Earnings Drop 
| Gross sales of Columbia Broad- 
jcasting System for the first half 
of 1951 were $77,369,615, as com- 
pared with $60,276°82 for the 
comparable 1950 pe od. After de- 
ducting discounts, commissions and 
returns, net sales for the two per- 
iods were $54,662,655 and $42,671,- 
974, respectively 

Higher 1951 taxes cut this year's 
six-month earnings below ‘50's 
Profits this year were $2,221,317, 
or $1.29 per share, while $2,495,- 
370 was earned for the first half 
of 1950, equal to $1.45 per share. 


Starts Strawberry Jam Drive 


E. D. Smith & Sons, Winona, 
Ont., has begun a new campaign 
for its strawberry jam, using 13 
Canadian dailies and breakfast 
programs over Toronto and Win- 
nipeg stations. Ferres Advertising 
Service, Hamilton, is the agency. 


Dennison's Shifts Agencies 
Dennison's Foods, Oakland, Cal., 
has switched its account from 
Brisacher, Wheeler & Staff to the 
San Francisco office of Biow Co. 
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Hudson Promotes Callender 

Gale Callender has been pro- 
moted to assistant advertising man- 
ager of J. L. Hudson Co., Detroit 
department store 


ew xLeanet, 


Advertising, Market Research, Public Relations. 


AS 1. A. 8. has handled, for over 
( / f); seven years, some of the most 
J/ important American accounts in 
* Argentina, Brasil and Uruguay. 

tae hs 
Tucuman 


1668, Buenos Aires, Argentina. 


Shea to Calkins & Holden 
Daniel E. Shea has joined Calk- 
ins & Holden, Carlock, McClinton 
& Smith, New York, as merchan- 
dising director. Mr. Shea former- 
ly held sales and merchandising 
positions with Lever Bros. Co., Ar- 
mour & Co., and Cecil & Presbrey. 


CBS-AM Names Hazard 

W. Eldon Hazard, assistant sales 
manager of the network since last 
October, has been named sales 
manager of the CBS radio division, 
New York. 


THIS IS NO JEREMIAD, BUT... 


newspapers, magazines, books 


fabric of our lives. 


show, and yelling louder 


advertising. 
Understand that we are not 
work operations: 


er stations than ever before. 


With the over-crowded condition of the AM broadcast band, 
stations are jammed closer together than ever before. At the 
same time radio dials are pushed together so that you can tune 


only by guess and by gosh. 


We used to have electronic and other aids to tuning. 
Whither have they gone? Haven't we, in a suicidal price-war, 
cut the quality of the receivers in these respects to the point 
where they no longer deliver the convenience to which the 


listeners are entitled? 


to work in our own back yard. 


interest 


to come, 


PS 


— What’s the Matter 
With Radio? 


First, we don’t agree that it’s television. TV isn’t going to stop 


Next, nothing much that radio itself cannot remedy. 
Third, the nation needs the vast communications, entertain- 
ment and information system which has been woven into the 


BUT the things that are hurting radio are numerous and 
varied, and every segment of the industry that has been built 
up on it needs to do some soul-searching. 

We have over-commercialized radio, with hitch-hikers, cow- 
catchers, spots and double spots and maybe snow-plows, and 
cabooses. Instead of giving it a chance to do the selling job it 
can do, aren't we treating the audience like a crowd at a side 
and longer? 

If that’s good advertising, which we doubt, it isn't good 
radio, Of course such methods build sales resistance. 

So, to get their money's worth, one segment of the industry 
forces rate reductions, which are uneconomical and unsound 
for a medium which still is as good a buy, if not better than 
any, at the price. Compare the stability of radio rates and 
returns with the increased costs of every other medium of 


we refer, also, to the slipping that has been 
going on in individual stations 
ping on something more than a banana peel. 

And what are receiver manufacturers doing to help radio? 
Recognizing that there are exceptions to generalizations, it 
nevertheless is a facet that the industry as a whole is making it 
harder for the average listener to tune in his favorite station 


If these same conditions prevail, as efforts are made to 
establith FM, that medium never will get out of swaddling 
clothes. If the automobile manufacturers followed the same 
| kind of policy we today would have poorer cars instead of 
better; rather, by raising the quality and standards, the auto 
industry has earned and commanded higher prices. 

This is not a one-man nor a one-station program to reform 
the industry; we scarcely have time enough to run our own 
business in a4 manner to minimize some of the conditions we 

| call to your attention. We don’t pretend to be blameless, but 
| we are taking a sharp look to see that this self-criticism is put 


And we hope that some or many of those having a great 
and the advertisers surely do by reason of their vast 
investment in the medium over the years 
skull practice. We hope all will decide to do something about 
it individually and so far as conditions permit collectively. 
There is no benefit to anyone, least of all to the advertiser, 
in down-grading a medium of advertising which he needs and 
which in our judgment will be used by many for long vears 


\. H. KIRCHHOFER, Vice President 


ind isn’t this the time to stop similar practices on TV 7 


and certainly not radio. 


talking exclusively about net- 


a case of the industry slip- 


will do some real 


WBEN, Ine. 


NBC BASIC 


WBN 
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How Good Is the ‘Voice’ Program? 
Admen Come In, Giving It New Life 


(Continued from Page 1) 
clusively to jamming Voice 
America broadcasts. 


of 


@ Moreover, the very fact that 

Russia is busy blocking and de- 

nouncing the Voice is taken here 

as evidence that the Politboro be- 
lieves there is danger that the 

American story is spreading—one 

way or another—among the cap- 

tive peoples. 

Despite this information, there 
is an uncomfortable feeling that 
the information program accom- 
plishes less than it should, consid- 
ering the amount of money avail- 
jable. Even the program's most 
| loyal supporters on the Hill con- 
|}eede that IIEE (International 
Information and Education Ex- 
change) is stifled by an unreason- 
able amount of administrative red 
tape. 

The House appropriations com- 
mittee, which keeps a sharp eye 
on IIEE, recently used experienced 
investigators from the FBI and 
Treasury Department to check the 
administrative efficiency of the 
program. 


es Like al! such investigations, the 
results are contested. There were 
reassuring testimonials on the ef- 
fectiveness of Voice broadcasts in 
France and Italy. But there were 
chilling illustrations of lost time 
and motion which convinced most 
appropriations committee members 
that a housecleaning was in order 

Happily this housecleaning is 
under way 

To put zip into IIEE operations, 
Assistant Secretary of State Ed 
Barrett recently 
brought in Thur- 
man Barnard, 
v.p. of Compton 
Advertising, as 
general manager 
of the informa- 
tion service. 

With his ar- 
rival, the office 
of the general 
manager has be- 
gun tightening its 
supervision of the 
enterprise. One of the first steps 
was to set up a programming and 
evaluation unit in the general 
manager's office, under Orville C 
Anderson, veteran IIEE executive 
and former adman and publisher. 
For chief of evaluation, Mr. Bar- 
nard brought in Ben Gedalecia, 
who has directed radio and TV 
research for American Broadcast- 
ing Co. for the past five years. 


Thurman Barnard 


@ There have been = structural 
changes, too. 
Formerly, all media, including 


the Voice of America, were clust- 
ered in the Office of Internation- 
al Information, and all education 
| programs in the Office of Educa- 
| tional Exchange. 

To strengthen the Voice, which 
is the State Department's most im- 
portant medium, Voice has been 
taken out of the Office of Inter- 
; national Information. It has been 
given co-equal status, reporting 
directly to Mr. Barnard. 

Office of International Informa- 
tion, too, is getting fresh leader- 
ship. For this operation, which in- 
cludes press, films, publications 
and other media, State Depart- 
ment has brought in Robert C. 
LaBlonde, v.p. for public relations 
of Foote, Cone & Belding Interna- 
tional 


@ Rep. John J. Rooney (D., N. Y.), 
chairman of the House appropria- 
tions subcommittee handling State 
Department funds, is hopeful that 
these new housekeepers will sweep 
away the red tape which has 
hampered operations. 

In a floor fight over IIEE funds 


fa eine 


| IIEE gets into fields where there 


for 1952, he waged a determined 
fight against an organized Repub- 
lican campaign to clip $15,000,000 
off the $85,000,000 proposed by the 
appropriations committee. He 
pointed out there had been a 
$30,000,000 cut in committee. “Any 
further cut,” he warned, “would 
go below the fat into the meat.” 

It is nothing new for U. S. over- 
seas information units to have 
congressional troubles. Through- 
out World War II, Congress was 
constantly on the verge of putting 
the overseas branch of the Office 
of War Information out of busi- 
ness. Several times it was saved 
only by the magic name of Gen. 
Eisenhower, and convincing en- 
dorsements from personalities who 
could not be taken lightly. 

Frequently, OWI chief Elmer 
Davis was on the Hill, explaining 
away one or another allegedly un- 
pardonable sin. 


e From time to time, there are 
crusades to “improve” the infor- 
mation service one way or another. 
Shortly after the war, Congress 
demanded that Voice programming 
be handled by private broadcasters 
under contract. The results pleased 
no one. 

Currently there are plans for 
an “independent” information or- 
ganization, to gather overseas 
activities of ECA and other agen- 


cies under one roof, away from 
“old line” bureaucrats. 
Probably, this consolidation | 


would eliminate overlapping which 
is inevitable while ECA operates 
its own $17,000,000 information 
program in 17 countries. Whether 
an independent IIEE would be any 
better than the old OWI is a 
matter of conjecture 

Men close to IIEE believe over- 
seas information will always be in 
danger of bureaucracy’s most seri- 
ous ailment—procrastination. The 
development of information “lines” 
inevitably involves so many 
“clearances” that there are innum- 
erable opportunities for a project | 
to get completely enmeshed. 


! 
e For example, the information | 
service recently decided to make 
a two-reel film on Korea. Before 
the script for this film got a nec-| 
essary okay from various policy- 
making agencies, it was rewritten 
several times and bounced back! 
and forth between New York and 
Washington for more than six 
months. 
It is not always this bad, but 


are many cooks 

During the postwar period, IIEE 
budgets went as low as $21,000,000 
(in 1948). At times the atmos- 
phere was frigid. Big news serv- 
ices refused to sell their reports 
to the Voice. Voice reporters were 
—and are—excluded from the 
regular press galleries of Congress, 
though their Iron Curtain competi- 
tors were—and are—accorded all! 
the many privileges of honest! 
newspaper men. 


| 
s Since the arrival of Mr. Barrett 
from Newsweek about a year ago 
to take top policy responsibility 
for IEE, there has been a notice-| 
able improvement in the climate. | 
Under Foy Kohler, a career expert 
on Russia and former charge d’af-! 
fairs in Moscow, the Voice has 
gone on the offensive, raising em- 
barrassing questions for the Polit- 
boro to answer to its own people. | 

Arrival of Mr. Barnard con- 
vinced more than one congression- 
al sceptic that a heroic effort to 
get an effective overseas informa- 
tion program is in the cards. | 

On the journeyman level, State 
Department feels its IIEE person- | 
nel is a remarkably effective 
group. But it isn’t easy to draw 


| headed by 


Pe 


INFO MEN—Robert C. LaBlonde (right), 
agency man brought in to head the Office 


of International Information, discusses 
U. S. European propaganda plans with 
Orville C. Anderson, new chief of the 


progrom pl g and evalvati staff 
Mr. LaBlonde fills Mr. Anderson's former 
post 


topnotchers for the executive slots. 

In a situation short of war, the 
emotional appeal is lacking. And 
for topnotchers, the opportunities 
outside government are unparal- 
leled at this time. 


e@ “We could use more consult- 
ants,” officials say, “but the prob- 
lem of security clearance is tough.” 

“Start FBI clearance of an ad- 
man,” Mr. Barnard points out, 
“and he has a headache. His client 
immediately suspects he is getting 
ready to go into government ser- 
vice. Naturally, the client isn't 
happy about that.” 

Nevertheless, quite a number of 
well known marketing and media 
experts are putting their shoulder 
to the wheel. Ed Mayer, president 
of James Gray Inc., one of the 
nation’s top experts on direct mail, 


| recently returned from an assign- 


ment in southeast Asia. As con- 
sultants, State Department uses 
men like Sigurd Larmon, James 


W. Young, William Paley and Ed 
Noble. Its public relations panel is 
William G. Werner, 
public relations chief of Procter 
& Gamble Co. Its new press and 


PANTAGRAPH 


READERS BOUGHT 
from Wy to W 


. than the readers in four 


Illinois markets with over 50,000 
population. Don't let the magical 
**50,000 population”’ limit stop 
you from reaching over 130,000 
consumers in the rich Panta- 


graph Market. 


7th LARGEST 


RETAIL SALES MARKET 
IN ILLINOIS... 


$130,849,800* 


Be Market-Wise... 
Buy Market Size! 


*Copyright 1950 Soles Monagement Survey 
of Buying Power; further reproduction not 
licensed. Chicago excluded in all compari 
sons 
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You're Market-Wise when 
you advertise in... 
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Represented by Gilman, Nicoll & Ruthman 
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DAYTIME 
PROGRAMMING’ 4 
+undreds of 
$$$ and ¢¢¢ 


~ SUCCESS “stories 
in our files i 


Represented by FREE & 
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| 
| 


co 


| Other budget items: 
| tures, 


| peals 


publications advisory committee, 
under Ben Hibbs, editor of The 
Saturday Evening Post, includes 
Ted Repplier, president of the 
Advertising Council; Edwin S. 
Friendly, v.p. of the New York 
World-Telegram & Sun; A. L. Cole, 
manager, Reader’s Digest; Arthur 
H. Motley, publisher of Parade, 
and others. 


@ Recently a task force from 
Young & Rubicam was called in 
to appraise a portion of the IIEE 
operation. Another task force, 
from McCann-Erickson, is in the 
process of drawing up a suggested 
advertising campaign, as part of 
IIEE’s program for a_ particular 
friendly nation. The Advertising 
Council has a campaign to get 
IIEE messages into overseas pro- 
grams of U.S. industry. 

The $104,000,000 budget which 
IIEE had during the past year 
may give a false sense of propor- 


| tion. 


For radio, its most important 


| medium, the State Department had 


roughly $16,000,000 in dollars and 
foreign currency. That compares 
with $18,357,000 which Procter & 
Gamble Co. spent for network ra- 
dio alone in 1950. 


@ Voice of America broadcasts 


| 54 hours of programming daily in 
37 languages, and is in the process 


of stepping up its schedule. For 
the current fiscal year, it is asking 


| Congress for $25,000,000. 


IIEE’s press service produces a 


| 10,000-word report daily for for- 


eign newspapers and radio. To- 
gether with publications, it has 
an annual budget of $6,800,000. 
motion pic- 
$11,800,000; libraries and 


institutions, $3,600,000; exchange | 


| of persons, $6,000,000. The bulk of 
| the IIEE budget is capital equip- 


ment construction of new radio 
stations, $67,000,000. 

(This is the first of two articles 
on IIEE. The second will deal with 
the subject, How do we know we! 
are hitting a target?) 


Supreme Court Is 
Asked to Review 


Transit Decision 


WasuHiIncton, Aug. 8—Capital 
Transit Co. and Washington Trans- 
it Radio today asked the Supreme 
Court to review the court of ap- 
decision outlawing transit 
radio on local buses and street- 
cars. 

In asking the high court to con- 
sider the case, the companies chal- 
lenged the appeal court’s doctrine 
that objecting passengers are de- 
prived of liberty without due pro- 


| cess of law. 


The transit firms contended that | 
the First Amendment protects the 
dissemination of news, weather re- 
ports and public service announce- 
ments, and that it also protects | 
commercial advertising when the 
necessary effect of the elimination | 
of advertising would be to termi- 
nate the dissemination of news, 
music and information important 
to the convenience and safety of 
the public. 

The Supreme Court must decide 
whether it wishes to hear the case 


Berlin Set For TV Debut 


United States Shoe Corp., Cin- 
cinnati, which last spring presented 
an hour TV tribute to Richard 
Rodgers, is planning another spe- 
cial telecast with Irving Berlin 
participating as producer, director 
and actor. The program will be 
seen over NBC-TV Sept. 12 from 
8 to 9 p.m., EDT. The agency for 
Red Cross shoes is Stockton, West, 
Burkhart. 


Mann Named Congoleum S.M. 


Douglass L. Mann, assistant to 
the president, has been promoted 
to the newly created post of sales 
manager of Congoleum-Nairn, 
Kearny, N. J., tile and linoleum 
manufacturer. 


National Nielsen-Ratings of Top Radio Shows 
Week of July 1-7, 1951 
All tigures copyright by A. C. Nielsen Co. 


CURRENT HOMES CURRENT 
RANK PROGRAMS (000) RATING 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,388) (5.7 
1 Walter Winchell (ABC, Warner-Hudnut) 3,939 9.4 
2 Dragnet (NBC, Fatima) < 3.604 8.6 
3 Mr. Keen (CBS, Whitehall) 2.849 6.8 
+ Godfrey's Talent Scouts (CBS, Lever-Lipton) 2,766 6.6 
5 Screen Directors Playhouse (NBC. Tandem Particip.) 2.724 6.5 
6 Voice of Firestone (NBC) 2.724 6.5 
7 Life with Luigi (CBS, Wrigley) 2.682 64 
8 Mr. District Attorney (NBC, Bristol-Myers) 2.556 6.1 
9 Father Knows Best (NBC, General Foods) 2,472 5.9 
10 Mario Lanza Show (CBS, Coca-Cola) 2,472 5.9 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (880) (2.1 
1 One Man's Family (NBC, Miles Labs.) 2,053 49 
2 News of the World (NBC, Miles Labs.) - 1,886 45 
3 Lone Ranger (ABC, General Mills) 1,718 41 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,634) (3.9 
1 Arthur Godfrey (CBS, Liggett & Myers) 3,059 7.3 
2 Romance of Helen Trent (CBS, Whitehall) 2,975 71 
3 Our Gal, Sunday (CBS, Whitehall) 2,849 6.8 
a Ma Perkins (CBS, P&G) 2.849 68 
5 Big Sister (CBS, P&G) .. 2,640 6.3 
6 Wendy Warren (CBS, General Foods) 2.472 5.9 | 
7 Arthur Godfrey (CBS, Nabisco) 2.472 5.9 | 
8 Arthur Godfrey (CBS, Pillsbury) .. 2,430 5.8 
9 Aunt Jenny (CBS. Lever Bros.) 2,388 5.7] 
10 Pepper Young's Family (NBC, P&G) . .. 2,347 5.6 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (670) (16 
1 True Detective Mysteries (MBS. Williamson) 1,760 42 
2 Phil Regan Show (CBS, Pepsi-Cola) . 1,048 2.5 
3 Edward P. Morgan (CBS, Amer. Safety Razor) . 880 21 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,179) (5.2 
1 Armstrong Theater (CBS) .. a 3,520 84 
2 Grand Central Station (CBS, Pillsbury) ..» 3017 7.2 
3 Stars over Hollywood (CBS, Armour) . . . 2,808 6.7 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending July 21, 1951 


All figures copyright 
Total Homes Reached 


Home: 

Rank Program (000) 
1 Charles-Waicott Fight (CBS, TV 

set makers) , 5.498 
2 Westinghouse Theater (CBS) 3,778 
3 Racket Squad (CBS, Philip 

Morris) ; 3,551 
4 Fireside Theater (NBC, P&G) 3,455 
5 Original Amateur Hour (NBC 

Lorillard) 3,447 
6 Kraft Television Theater (NBC) 3,319 
7 Arthur Godfrey & Friends (CBS. 

Liggett & Myers) 3,187 
8 Amos ‘n’ Andy (CBS. Biatz) 3,078 
9 Big Town (CBS, Lever) 3,053 
10 All Star Baseball Game (NBC- | 

Mutual, Gillette) 3,016 


*Per cent of homes reached in areas where program was televised. 


Pulse Network TV Ratings 
Eighteen Cities: July 5-11, 1951 


Once-A-Week Shows 


Toast of the Town (Lincoln-Mercury, CBS) . 26.7 
Philco Playhouse (NBC) 26.2 
Fireside Theater (P&G, NBC) 24.7 
Mama (Maxwell House, CBS) 23.9 
Kraft Theater (NBC) 23.4 


Multi-weekly Shows 


Cactus Jim (Co-op, NBC) 13.4 
Howdy Doody (Several sponsors, NBC) 12.1 
Came! News Caravan (NBC) 11.3 


CBS-TV News (Oldsmobile) 85 
Stork Club (Fatima, CBS) 8.5 
Captain Video {General Foods, DuMont) 79 


by A. C. Nielsen Co. 
Program Popularity* 
Current 
Rati 
Rank Program rc) 
1 Charles-Waicott Fight (CBS. TV 
set makers) : 51.7 
2 Big Town (CBS. Lever) 355 
3 Racket Squad (CBS, Philip 
Morris) : 31.8 
4 Kraft Television Theater (NBC) 314 
5S Westinghouse Theater (CBS) 31.2 
6 Fireside Theater (NBC, P&G) 31.1 
7 Amos 'n’ Andy (CBS, Blatz) 27.6 
8 Original Amateur Hour (NBC. 
Loritiard) ceewnn 27.3 
9 All Star Baseball Game (NBC- 
Mutual, Gillette) . 27.3 
10 Somerset Maugham Theater (CBS. 
Bymart) .... 27.1 


Godfrey & His Friends (Chesterfield. 
Toni, Pillsbury, CBS) ...... 
Godfrey's Talent Scouts (Lipton, CBS) 
Man Against Crime (Camel, C8S) 
Lights Out (Admiral, NBC) —_ 
Martin Kane (U. S. Tobacco, NBC) 


TV Top Tunes (Chesterfield. CBS) 

Ernie Kovacs (Sustaining, NBC) 

Space Cadet (Kellogg, ABC) 

Broadway Open House (Anchor-Hock- 
ing and beer companies, NBC) 4 


? 
| 
| 


‘Post-Dispatch’ 
Issues New Annual 
Chicago Directory 


Cuicaco, Aug. 8—The St. Louis 
Post-Dispatch has issued its an- 
nual card directory, containing the 
names, addresses and telephone 
numbers of Chicage agencies, pub- 
lishers’ and radio station rep- 
resentatives, transcription pro- 
ducers, radio station networks, and 
other allied interests. 

Sixteen agencies have disap-| 
peared from this year’s list, while | 
21 new agency names have been| 
added, for a net gain of five. The | 
publishers’ representative listing 
broke even, with 19 dropped from | 
the list, and 19 being added 

The number of companies listed 
in the different categories during 
the past three years are shown in 
the following tabulation: 


1951 1950 1949 
Agencies ‘ 249 244 233 
Publishers’ Reps 304 304 
Station Reps 39 


Transcription Firms 12 13 

Copies of the directory may be 
secured from the St. Louis Post- 
Dispatch office in the Tribune 
Tower, Chicago. 


| Carla Greene to ‘Maytair’ 


Lanal Files Patent Suit 


Lanal Corp., New Haven, has 
filed a patent infringement suit 
against M. G. Newell Co., Greens- 
boro, N. C., and Bloomer Bros. Co., 
Newark. Lanal is charging viola- 
tions of its patent on a pull tab 
that allows opening of a paraffined 
carton without mutilating the 
package. 


Inaugurating a new policy of 
four key fashion issues a year, 
Mayfair, New York, has appointed | 
Carla Greene as fashion director 
Miss Greene was recently chief of| 
fashion copy for Mandel Bros., 
Chicago. | 


| 
} 


Royal Crest Makes Cohama 

Royal Crest Sportswear, Los An- 
geles, has been granted West Coast 
manufacturing rights to the pro- 
cessed fabrics of Cohama Fabrics 
The company plans a consumer 
program for a new line of Cohama 
tissue faille blouses. 


*%> Bill Parker Joins WPIX 


Bill Parker, formerly associate 
editor of Radio-Television Daily, 
has been appointed assistant pub- 
licity director of Station WPIX, 
New York. 
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Have You Seen Your Hair? Have You Seen 
Tintair's Show? The Theme Has Changed 


New York, Aug. 8—If you've 


been watching the “Somerset 
Maugham Television Theater” 
(NBC-TV) on Monday evenings 


you must have learned that 
ture isn't always right. But Tintair 
is.” 


“Na-, 


Now, 
either. 
Corp., 


Or at 


it seems, Tintair isn’t right, 
least 
maker of Tintair, feels that 


the Bymart 


just isn’t the right pitch. 
Two nights ago the theme was 


revised to: “Have 


you seen your 
hair lately? He has.” 


Then follows 


a pitch in which the ladies are told 
they don’t really have to change 
the color of their locks—but just 
bring out the best that’s in them. 
Via Tintair, of course. 


@ The pitch revision, as was said, 
came two nights ago. Today, from 
Car! Byoir Associates, which han- 
dles Bymart publicity, comes this 
intelligence: 


derney 


COVER New Jersey 
3000 buses 


circulation 


K) million monthly 
like Al- 


Dairy know the lost cost 


advertisers 


coverage Public Service Bus Cards 
and Traveling Displays can deliver 
throughout New Jersey. 


Publie Service 


Coordinated Transport 
Bus Advertising Department 
80 Park Place, 


(narH 


Newark | 


“Headquarters of the home hair 
coloring at 677 Fifth Ave. reported 
an immediate public response, 
which presages a merchandising 
stir within the beauty industry 
equal to the impact of Tintair’s in- 
troduction.” 

To make sure that Tintair is 
right this time, Bymart plans a 
heavy promotion in all major me- 
dia directed at “the 79% of all 
women who do not want a drastic 
change of hair color, but do desire 
to restore the original youthful 
shade.” 

Bymart even thinks it “may go 
somewhat higher” than $4,750,000 
in ad expenditures—through Cecil 
& Presbrey—in the next ten 
months, plugging away at the cor- 
rected, perfected pitch. 


Posen to Calkins & Holden 
. S. Harrison Co., South Nor- 
m4 Conn., 
Preen floor preparation, has ap- 
pointed Calkins & Holden, Carlock, 


McClinton & Smith, New York. 
The account was formerly with 
J. M. Mathes Inc 


& 


‘Tow: 


ue 


‘ Vow 


FIRST AGAIN! 
TODAY’S WOMAN — 


service magazine — 


the a 


calendar of “firsts” 


among the women’ MY service magazines 


the fastest-growing women’s 


has led the field in linage 


gains for over 2'2 years . . 


| lishments 


—_ 
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Big Price Jump 
for Book Paper 
Hits Magazines 


(Continued from Page 1) 
resentative cross-section of the 
magazine industry. An addition of 
$10 a ton for paper at the same 
rate of consumption would in- 
crease publishers’ costs by $9,069,- 
990 overnight. 

The U. S. Census of Manufac- 
tures for 1947 (the last issue 
available on the subject) lists 
2,166 periodical publishing estab- 
which published 4,610 
periodicals with an aggregate cir- 
culation of 348,628,482, and an an- 


manufacturer Of nya) paper consumption of 1,405,- 


769 tons. 
by 


This was broken down 
types of paper consumed as 


follows: Uncoated book, 507,201 
tons; coated stock, 417,981 tons; 
| newsprint, 238,095 tons; ground 


wood uncoated, 229,047 tons; other 


| uncoated, 8,639 tons; and fine pa- 
| per, 4,806 tons. 
| 


@ Using the 1935-39 base period 
as the index figure of 100, paper 
costs to periodical publishers 
through May, 1951, have risen to 
181. During the same period, mag- 
azine revenues have risen to 140, 
and the wholesale commodity in- 
dex of the Federal Reserve System 


| has gone up to 230. 


Interpreting 
another way, 


these figures in 
magazine revenue 


| has risen about 40% and the cost 
| of paper has gone up 81%. 


Mill representatives, however, 
insist that these statistics are 
weighted in favor of publishers, 
and point out that manufacturing 


| costs in the paper industry since 


| Newsprint Co., 


of the Korean war in 
1950, have gone up about 


the start 
June, 
40%. 


@ The upward trend of prices was 
also reflected this week in the 
newsprint market. Coosa River 
Coosa Pines, Ala., 


| raised its price on newsprint $5 a 
| ton and has filed an amended peti- 


| Conference, which is 


tion with OPS for an additional 
increase, reportedly for $5. It is 
generally assumed here that this 
petition will be granted. 

Following a meeting yesterday 
in Washington of the newsprint 
advisory committee of OPS, a 
spokesman for the government 
agency said that a number of U. S. 
newsprint mills will raise their 
ceiling prices to $116 a ton, the 
same level reached by Canadian 
newsprint prices. 

Another meeting in Washington 
this week that aroused interest 
here was the session held by mem- 
bers of the International Materials 
understood 
to have laid the groundwork for 


| possible future international allo- 


cation of newsprint supplies on a 
voluntary basis. 


@ Observers in the local market 
are frankly sceptical about any 
workable arrangement for volun- 
tary allocation of newsprint. And 
such development on a major 
scale, it is believed, will strengthen 
the black market here. 

Spot sales of newsprint continue 
small in volume and erratic in 


price. While $245 a ton delivered 
is still named as the asking price, 
small quantities have been sold 
for less. 


CBS-TV Might Rival NBC-TV 
with New Year's Football 


Columbia Broadcasting System 
might offer National Broadcasting 
Co. TV competition New Year's 


Day by telecasting the annual 
Shriners’ East-West game from 


San Francisco while NBC is show- 
ing the Rose Bowl game. NBC re- 
cently outbid CBS for Rose Bowl 
TV rights .* the next three vears 
(AA, Aug. 6 
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Auto Manufacturers 
Try Hard to Retain 
Their Steel Quotas 


WASHINGTON, Aug. 9—Struggling 
for every last ounce of steel they 
can get in the future, automobile 
manufacturers denied today that 
sales have fallen below current 
production levels. 

Industry members told officials 
of the National Production Author- 
ity that dealer inventories have 
begun to shrink, now that the in- 
dustry is confined to a third-quar- 
ter production quota of 1,200,000 
units. 

Auto people offered to submit 
sales and inventory figures to back 
up their statement. They chal- 
lenged producers of other durables 
to make similar reports. 

The meeting took place after 
NPA officials announced that 
automobiles and other durables 
will be taken into the Controlled 
Materials Plan beginning Oct. 1. 

Under the plan, each manufac- 
turer is issued a “ticket” entitling 
him to a specified amount of steel, 
copper and aluminum. When the 
plan operates effectively CMP 
tickets are virtually a guarantee 
that the materials will be avail- 
able. 

CMP was extended to consumer 
products, NPA Chief Manly} 
Fleischmann said, because increas- | 
ing defense needs are making it! 
increasingly difficult for these in- 
dustries to find suppliers. 


s “We must extend the guarantees 
of the Controlled Materials Plan 
to manufacturers of consumer dur- 
ables so they can get the materials 
needed to meet the levels of pro- 
duction we have authorized to 
keep our economy strong, in order 
that our standard of living will 
not be unnecessarily jeopardized. 

“In fact, I feel to do otherwise 
would impose an injustice on those 
manufacturers and employes who 
depend upon the production of 
consumer goods for a livelihood.” 

During the present quarter, auto 
people are permitted to use 65% 
of the steel they used in the first 
half of 1950—if they can find it; 
durables firms are allowed 70%. 

In the fourth quarter, the auto 
quota will be 60% of the first half 
of 1950 and the durables quota 
65%. Under CMP it will be guar- 
anteed. 


Pond’‘s Sets Drive for 
Purified Beauty Tissue 


Pond’s Extract Co., New York, 
will take a spread in Life, Oct. 1,| 
to launch a campaign for its beau- | 
ty tissue, “sun-purified by ultra- 
violet rays.” Also scheduled for 
the campaigr, which will run 
through December, are large space 
advertising in Better Living and 
Family Circle and 1,500- and 600- 
line newspaper insertions in Bos- 
ton, Chicago, New York and Phila- 
delphia. 

Copy points out that ultra-violet 
ray treatment of facial tissues 
brings new protection to delicate 
facial skin. J. Walter Thompson Co. 
is the agency. 


Lightolier Maps Fall Plans 

The fall campaign of Lightolier | 
Inc. is claimed to be the largest in| 
its history, with ads selling both 
lamps and fixtures for the home. 
An extensive dealer aids program 
is also planned. Insertions running 
from September through December 
are mostly full-page and include 
Better Homes & Gardens, House & , 
Garden, House Beautiful, Living 
for Young Homemakers, The New | 
York Times Magazine and The 
New Yorker. 


Cott to Be Sold in Chicago 

Cott Bottling Co. of Ill. has been 
formed in Chicago by Irving Gert- 
ler and Sanford Keeshin to mar- 
ket the fruit drink of Cott Bever- 
age Co., New Haven. Advertising 
is being handled by John C. Dowd 
Inc., Boston. 


| Guide, 


TOPICAL— Best Foods Inc. has opened an 

unusual contest asking Chicagoans—via 

this two-color Tribune poge and other 

ods—whot they think of White Sox pen- 

nant chances. Benton & Bowles handles 
Nucoa advertising. 


Dell Men’‘s, Others 
Raise Ad Rates 


Cuicaco, Aug. 9—Concurrent 
with raising its circulation guar- 
antee from 800,000 to 900,000, Dell 


|Men’s Group will increase its ad 


rates 18% effective with its Jan- 
uary issues. 

An agate line will cost $3.95 in- 
stead of $3.35, and a b&w page 


goes up from $1,390 to $1,640. 


A b&w page in Small Homes 
published semi-annually, 


will move from $1,950 to $2,150 


Last Minute News Flashes 


Congoleum-Nairn Plans TV, Magazine Campaign 
Kearny, N. J., Aug. 10—Congoleum-Nairn Inc. has scheduled an ex- 
tensive television and magazine campaign for “fashion floors” be- 
ginning next month. Full-color bleed pages are scheduled for Sep- 
tember and October issues of Better Homes & Gardens, Good House- 
keeping, House & Garden and House Beautiful. In addition to sponsor- 
ship of the “Kate Smith Revue” every other week, beginning Sept 
19 on NBC, additional campaigns are planned for Congoleum and 
Congowall. The total fall advertising and sales promotion budget for 
Congoleum is $1,000,000. McCann-Erickson, New York, is the agency. 


Kelly to Direct Chivas, Seagram Subsidiary 

New York, Aug. 10—Philip J. Kelly, former advertising director of 
National Distillers Corp., has been named v. p. and managing director 
of Chivas Bros. Export Corp., U. S. affiliate of Chivas Bros. Ltd., and 
a Seagram subsidiary. Chivas will shortly market Chivas Regal, a 
12-year-old Scotch. 


ABC Adds Bi-Weekly TV Show: Other Late News 


e Already leading other networks in the number of bi-weekly TV 
shows (see story on Page 1), American Broadcasting Co. this week 
added a bi-weekly show for Jene Sales Corp., New York, maker of 
Jene home permanent. The program—to be selected later—will start 
Sept. 27 at 10-10:30 p.m., EDT. Sherwin Robert Rodgers & Associates 
is the agency. 

e@ Hunter Douglas Corp. will launch its largest promotional campaign 
next month on its Flexalum venetian blinds with ads scheduled to run 


| through November in seven magazines and six business papers. Media 


include American Home, Better Homes & Gardens, Good Housekeeping, 
Holland's, House Beautiful, Life and Sunset Magazine, plus Hotel 
Management, Interiors, Institutions, Magazine of Building, Modern 
Hospital and Nation's Schools. Advertising will be supplemented with 
a variety of dealer helps, including radio and TV spots on film and 
records. Doyle Dane Bernbach Inc. is the agency. 

e John R. Dennison, formerly v.p. in charge of copy at Klau-Van 
Pietersom-Dunlap Associates, Milwaukee, has joined the copy staff of 
Gordon Best & Co., Chicago. 

@ The hosiery division of Burlington Mills will begin its first full- 
page continuous advertising program with an insertion in Life Oct. 
1 for “the most exciting stocking news since nylon,” referring to Bur- 
Mill cameo face powder finish 60-gauge stockings. The account has) 


| body 
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CBS Says $8,000,000 
Will Be Invested in 
Ads, ‘Exploitation’ 


New York, Aug. 10—Aiming to 
whip up the old team spirit among 
CBS radio affiliates, Louis Haus- 
man, administrative v.p. of the 
CBS radio division, is making big 
plans for fall. 

This will include not only a ma- 
jor advertising campaign but ex- 
ploitation of the razzle-dazzle type 
to keep people and the press talk- 
ing about radio. Here, though no- 
has actually said so, it is 
clear that CBS radio is out to get 


| back some of that free (editorial) 


|mnewspaper space television has 
been hogging of late 
Exploitation “experts” will be 


added to the network's press staff 
to carry out this assignment. 

In the advertising department, 
Mr. Hausman has announced plans 
for an $8,000,000 campaign—$1,- 
000,000 of which will be taken up 
in newspaper and magazine space. 
The rest of the figure, he ex- 
plained, will be on-the-air pro- 
motion contributed by the net- 
work and local stations. 


@ The drive will start rolling in 
October with “two solid weeks of 
newspaper ads.” This date was se- 
lected because most of the reg- 
ular broadcasts will be back on 
the air by then. Also set to break 
in October is a series of color 
spreads in Collier's and Look. Thig 
is part of an exchange agreement, 
McCann-Erickson is the agency 


with the April, 1952, issue—a 10% | shifted from Hirshon-Garfield to Morey, Humm & Johnstone, New| ¢o. cps 


jump. 

American Poultry Journal,| 
claiming to be “the last in the 
[poultry] field to increase its rates 
and the only publication to de- 
liver more circulation with the 
increase,” will hike rates 20% | 
in October. An agate line, for- 
merly $4, will cost $4.75, and the} 
previous $1,500 for a b&w page| 
will change to $1,800. The publi- 
cation will add 50,000 controlled | 
circulation, consisting of 25,000 | 
commercial broiler growers and| 
25,000 commercial turkey growers, 
to its present 450,000 ABC guaran- 
tee. 


|e Richard S. Jackson, formerly special events director of WAVE-TV, 


WENR-TV HIKES RATES 

Cuicaco, Aug. 9—A Sept. | rate | 
increase that will double the one- 
minute spot rate and raise the | 
cost of a Class A hour 67% has 
been announced by Station WENR- 
TV here. 


York. 

e Westinghouse Electric Corp. (Ketchum, MacLeod & Grove) has 
selected NBC as the network to carry its schedule of college football 
telecasts. The Westinghouse-sponsored games will be the only National 
Collegiate Athletic Assn. contests televised in black and white for home 
viewers this season. 

e James J. Flood, formerly sales and merchandising manager of gro- | 
cery products for Standard Brands, has been named marketing director | 
of Frankfort Distillers Corp. He will coordinate marketing and mer- 
chandising programs of Four Roses, Hunter, Paul Jones, and Wilson | 
whiskies. He was in the merchandising department of Young & Rubi- 
cam at one time 

e Ameritex Division (men’s wear) of Cohn-Hall-Marx Co., New York, 
has appointed Dorland Advertising. The account was formerly with 
Henry Bach Associates. 


Louisville, has been appointed assistant radio-TV director of J. M 
Mathes Inc., New York. 

e Bert Scherb, formerly on the TV sales staff of Station WGN, Chi- 
cago, has joined the Quick ad sales staff there. 

e Willard T. Wadelton, formerly of The American Weekly, has joined 
the eastern sales staff of Better Living, New York. 


Diners’ Club, national credit card group, has named its new 


FCC Okays Purchase 
of Atlanta Station 


by Business Group 


WASHINGTON, Aug. 9—The Fed- 
eral Communications Commission 
today approved the sale of WSB- 
TV, Atlanta, to a syndicate of At- 
lanta business men for $525,000. 

WSB-TV was one of two sta- 
tions in the hands of Atlanta News- 
papers Inc., following the merger 
last year of the Atlanta Constitu- 
tion and the Atlanta Journal. 

Following the merger, the news- 
paper company said it preferred to 
retain WCON-TV, which was 
under construction at that time. 
With the completion of WCON-TV, 
it proposed to surrender WSB-TV 
to FCC 

Sale of WSB-TV was opposed by 


The ABC owned-and-operated | ® The 


station will charge $300 per spot,| ™#8azine Bagatelle (AA, July 30). 


Initial circulation will be 60,000 


as compared with the present $150, | 
and $1,500 for a Class A hour,! ROBERT G. WALLACE 
which now costs $900. Cuicaco, Aug. 10--Robert G. 
| Wallace Sr., 61, formerly execu- 
KVOO LOCAL RATES UP | tive v.p. and director of Masonite 
Tutsa, Aug. 10—In the first in-|Corp., died late Wednesday at his 
crease of local time rates since | Snug Harbor lodge in Carmel, Cal. 
1940, Station KVOO here is now| Mr. Wallace left the post of v.p. 
charging $225 for a one-time Class| and sales manager of National 
A hour; $125 for a Class B hour,| Fireproofing Co., Pittsburgh, to 
and $25 and $15 for one-minute | join Masonite as general sales man- 


Class A and Class B spots, respec-| ager in 1926. In 1945 he left Ma- 
|sonite to become v.p. of Service 


| tively. 


| Cecil & Presbrey Names 3 


Cecil & Presbrey, New York, has 
named Charlotte Corbett of the 
media department, and Hilda De- 
Hart, last with Young & Rubicam, 
as time buyers. Patricia Heyman, 
formerly with McCann-Erickson, 
has been added to C&P’s copy 
staff. 


McDonald to ‘Farm & Ranch’ 


Orville L. McDonald, formerly 
with American Fixture & Mfg. Co., 
St. Louis, has joined the Dallas ad 
staff of Farm & Ranch-Southern 
Agriculturist, Nashville. 


Terrell Joins ‘Newsweek’ 

Philip W. Terrell, formerly on 
the sales staff of Nation’s Business, 
has joined the New York staff of 
Newsweek in the same capacity. 


| Industries of California, San Fran- 
| cisco. 


EUGENE MACKINNON 

Satt Lake City, Aug. 9—Eu- 
gene MacKinnon, 53, general man- 
|ager of the Salt Lake City Trib- 
lune and Telegram, died Wednes- 
day night while vacationing in La 
| Jolla, Cal. 

Mr. MacKinnon was formerly 
general manager of the Philadel- 
phia Bulletin. 


CHARLES J. OXLEY 

New York, Aug. 8—Charles J. 
Oxley, 56, for the past four years 
eastern representative of NARD 
Journal, official publication of the 
National Assn. of Retail Druggists, 
died yesterday of a heart attack. 

A native of Jersey City, N. J., 


Mr. Oxley had been in the drug 
business most of his life, and be- 
fore joining the druggist paper was 
on the sales staff of Barbaso] Co. 


LEONARD KAMINS 

Detroit, Aug. 7—Leonard Ar- 
nold Kamins, 39, television sales 
manager for Station WXYZ-TV 
died here Aug. 2. He had headed 
the station sales staff for three 
years and before joining WXYZ 
was an account executive with 
the Brooke, Smith, French & Dor- 
rance and Young & Rubicam agen- 
cies. 


ROY PEED 

Detroit, Aug. 10—Roy Peed, 64, | 
formerly v.p. and general sales 
manager of the DeSoto division 
of Chrysler Corp., died this week 
in Paris, France. 


Adclub of Chicago Elects 

Joseph W. Biety, on the Bakers 
of America staff of American Bak- 
ers Assn., has been elected presi- 
dent of the Advertising Club of 
Chicago. Other officers include 
Robert Mogge of Arthur R. Mogge 
Inc., executive v. p.; J. R. Schroed- 
er of Partridge & Anderson Co., 
secretary, and Robert Kraft of the 
American Medical Assn., treas- 
urer. 


| the University System of Georgia, 
| which asked FCC to insist on sur- 
render of the license so that it 
could apply for thé channel. E. D. 
Rivers Jr., owner of WEAS, Deca- 
tur, Ga., also expressed interest. 


@ In approving the sale, FCC said 
the sale of the station satisfies the 
requirements of its regulations, 
that no one licensee shall operate 
|}more than one station in a com- 
munity. FCC said it saw no reason 
for insisting on surrender of the 
license 

The purchasing syndicate in- 
cludes 18 business men. Largest 
single stockholder is Harris Robin- 
son, owner of a 25% interest in the 
Dixie Drive-in Theaters and the 
Peachtree Drive-in Theaters. He 
has 12%% of the new TV firm, 
known as Broadcasting Inc. 


Harry McHose Joins API 

Harry W. McHose, who until 
recently operated his own public 
relations organization in New 
York, has been appointed editorial 
director of the department of in- 
formation of American Petroleum 
Institute. He succeeds Joseph H 
Mader, who resigned. 


Pioneer to Co-Ordinated 
Pioneer Food Industries, New 
York, has appointed Co-Ordinated 
Advertising Corp. as its agency. 
Local newspapers will be used. 
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Wehster-Chicago Achieves Dominant 
Spot in Three Fields in Five Years 


Cuicaco, Aug. 9—Within the five 
years between 1946 and_ 1951, 
Webster-Chicago Corp. has tripled 
its sales and has achieved a domi- 
nant ition in three different 
fields 

Until November, 1946, Webster- 
Chicago had not produced a single 
product for direct sale to the con- 
sumer. In the electronics field, 
however, the company enjoyed a 
reputation for making quality rec- 
ord changers, which were used as 
components by well-known radio- 
manufacturers or in 

high-fidelity instal- 


pos 


phonograph 
custom-built, 
lations 

The decision to introduce a self- 
amplified phonograph, made in the 
fall of “46, was a major one and 
was made only after careful anal- 
ysis of the market, the company’s 
facilities, its distribution and other 


The COURIER- EXPRESS 


ELLS 


WESTERN NEW YORK 


Because WESTERN N.Y. 


1S SOLD ON THE 
COURIER-EXPRESS 


factual, unbiased reporting. 
An outstanding loeal staff com- 
bines with six great news serv- 
ives... three of them exclusive 
with the Courier-Express in 
Buffalo... 
New Yorkers the full, up-to- 
the-minute word and picture 


to bring Western 


story of world, national and 


local happenings. 


Associated Press 
International News Service 
*Chicago Tribune 
United Press 
* Overseas News Service 


*New York Times Foreign Service 
*Exclusive with the C-E in Buffalo 


THE PROOF FE . 
is found in the 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City... 
and that the Morning Courier- 
Express is the proved medium 
to best sell those families with 
the mest money to spend. 


*290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 
Full color (two, three or four) 


available weekdays ... black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 
and Sunday Newspaper 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
It Gets Results Because It 
Gets Read Thoroughly 


| rying 
| After four years, 


industry. 
| 


ONE REASON is complete. | 


factors. 

The management team of R. F. 
Blash, 
P. Cushway, executive v.p.; and 
W. S. Hartford, sales manager 
(now v.p. in charge of sales), was 
convinced that the field was wide 
open for a quality home phono- 
graph to meet the needs of the 
real music lover and for use in 
teen-agers’ rooms, recreation 
rooms, summer cottages, college 
dormitories or beside the table- 
top radio in millions of homes. 


es Distribution of Webster-Chica- 
go’s record-changers for custom 
installations and replacement in 
radio-phonographs had been ex-| 
panded until it included more than 
1,000 distributors. This was neces- 
sary because the radio parts busi- 
ness has always catered to the 
convenience of the small service 
dealer cr repair man who stocks a 
few items but wants something 
| Semodintety when he has a call 
lor it 

With the reputation of the W-C 
changers well established among 
the servicemen and many of their 
customers, most of the reliable 
parts distributors carried them. 

From the time W-C got into full-| 
scale production on the phono-| 
graphs, it was dominant in the| 


es With the introduction and im- 
mediate success of the phono- 
graphs, the distribution structure | 
came in for attention and plans 


| 
| 
= 


| for changes were discussed. While 


orders for the phonographs ex- 
ceeded production, distribution 
changes were considered cautious- 


| ly. 

Meanwhile, the line was ex- 
|}panded to include two portable 
units in distinctive burgundy 


}eral home types. 


| ized 


cases in addition to sev- 
It was not until 
the introduction of the company’ 
successful portable wire recorder 
in May, 1947, that the sales man- 
agement phase of the success story | 
assumed major importance. 
Webster-Chicago had developed 
a number of magnetic recorders 
for the armed forces during World 
War II, some of them still con- 
sidered secret. It thus had gained 
valuable experience in this field. 


leatherette 


e Like many new devices, how- 
ever, the magnetic recorder pre- 
sented questions of practical utili- 
zation. Applications in testing air- 
craft engines, recording reports of 
fighting pilots and other special- 
uses were developed almost 


bv trial-and-error during the war. 


| Most people in the industry pre- 


dicted that costs and limited uses 
would confine them to expensive 
industrial and military installa- 
tions. 

But Messrs. Cushway and Hart- 
ford saw greater possibilities. Why 
couldn't the wire recorder be used 
to record fun at parties, business 
conferences, children’s voices and 
music recitals and scores of other’ 
things that interest millions of 
| people? they reasoned. 


e The result was the first self- 
contained magnetic recorder, in 
the distinctive W-C burgundy car- 
case, retailing at $149.50. 
incidentally, the 
current model of this machine still 


| sells for the same price. 


Almost from the start, W-C as- 
sumed a leading position in the 
magnetic recorder industry. Other 
companies entered the field with 
various types of wire recorders, 
but most of them dropped out. 

The main competition has come, 
instead, from the later introduc- 
tion of tape recorders, which at- 
tracted a score of companies. De- 


founder and president; C.|| 


Shorter days 
for physicians 


THREE APPROACHES—At left is one of the ads Webster-Chicago 


runs to reach a special group of men (this 
of AMA recently); next is a business paper 
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appeared in Journal 


ad to sell the whole = corders to students. 


line to retailers, which will run in September; at right is a new 
co-op od prepared to help dealers sell both wire and tape re 


velopment of the broadcasting 
field by a few manufacturers of 
professional and expensive equip- 
ment, plus the easy cutting and 
splicing of tape for editing, re- 
sulted in a following for tape re- 
corders that has persisted. 


e Early in 1949, Webcor (the com- 
pany’s new trade name) engineers 
started development of a portable 
tape recorder, However, the speci- 
fications were set so high that two 
years of work was necessary be- 
fore the tape recorder could be 
marketed this spring. 

Yet, even without the tape 

machine, in 1950 W-C produced 
more than 75% of all wire record- 
ers and about 35% of all magnetic 
recorders, wire and tape, accord- 
ing to Armour Research Founda- 


tion, which holds basic patents on 
magnetic recorders and licenses 
all manufacturers. 


It was announced last October 
that the tape machine was being 
readied for the market. By the 
time it came out there were or- 
ders on hand—though very few 
persons outside the company had 
seen the machine—for 12,000 units. 


S| Despite the factory’s best efforts 
| since 


is still 
dent 


trying 
in the 


that time, it 
to make a_ serious 
backlog of orders 


e The rapid growth of the mag- 
netic recorder business made re- 
finement of the distribution struc- 
ture vital. Mr. Hartford and Nor- 
man C. Owen, sales manager for 
the distributor division, found that 
with multiple distributorships in 
all centers it was difficult to cre- 
ate incentive for the better dis- 
tributors 

After careful analysis and eval- 
vation, over a period of more than 
a year, the structure was changed. 
A group of 162 “D” distributors 
carries the company’s consumer 
products, each with its own ex- 
clusive territory. None of the con- 
sumer products is sold except 
through distributor-to-dealer chan- 
nels, and all sales are at the same 
prices and discounts. 

In addition, 500 “F” distributors 
carry the components and acces- 
sories—replacement record-chang- 


ers, phonograph needles, acces- 
sories for the recorders and others 
—for sale to retailers, service 


shops and others in the trade. 


e This system offers important 
advantages. For example, it has 
made possible the cooperative ad- 
vertising program that has been 
the backbone of the merchandis- 
ing structure set up by S. T. Sea- 
man, advertising manager. 

The phonographs and wire re- 
corders had given W-C two imme- 
diate successes in the consumer 
field, and the reorganized distribu- 
tion network was in operation 
when, late in 1949, the company 
decided to do something about the 
reports that portable wire record- 
ers were being used by many busi- 
ness men for dictation. 


In March, 1950, it introduced a 
dictation machine using the wire 
recording principle. It was intro- 
duced through its existing chain 
of distributors to sell through re- 
tailers, rather than with special- 
ized field sales offices like the 
other dictation machines on the 
market. The unit was offered at 
$135, about one-third to one-fifth 
the cost of other equipment. 


ein addition, it offers many 
added features, such as playback 
with the quality of a table radio, 
unlimited use of the recording me- 
dium without processing or re- 
placement, and use of the one unit 
for both recording and transcrib- 
ing. 

In the 10 months of 1950 that 
the unit was on the market, com- 
pany statistics show that Webster- 
Chicago sold one-third of the total 
unit volume of the entire dicta-| 
tion machine industry in 1949. 

Sales to date in 1951, and pro- 
duction schedules based on or- 
ders, indicate that the sales of the 
new model will be double last 
year’s sales—a total greater than 
that of any of the companies that 
have been in the dictation machine 


business for many years, W-C 
says. 

Advertising of the dictation 
machine (handled by Fuller & 
Smith & Ross) has employed two 
themes. In business publications 


and co-op newspaper ads, the head- 
lines read: “Never before a dicta- 
tion machine at less than the cost 


of a typewriter.” In the specialized 


fields the ads describe how other 
lawyers, or doctors, or ministers 
are using the machine effectively. 


@ Though national magazine ad- 
vertising now plays an important 
part in W-C’s total promotion ef- 


fort—with magazines like Busi- 
ness Week, Newsweek and Time 
on the list—greater emphasis is 


placed on co-op and dealer aids. 

“All Webster-Chicago products 
must be sold through effective re- 
tail merchandising,” explains ad 
manager Seaman. “They are not 
traffic items, for which national 
advertising can stimulate a de- 
mand and send the customers into 
the stores. It is necessary for the 
aggressive dealer to run ads lo- 
cally, to describe the merits and 
uses of the product and to tell 
where it can be bought. For this 
reason, half of the total promo- 
tion budget for 1951 is devoted to 
the factory's share of this co-op 


@ Now reaches 78,899 
hotels and restaurants 
throughout America . . 


(See Standard Rate & Data Service) 


2132 FORDEM AVE. MADISON 4, WIS. 


Association with and acceptance for 
advertising in publications of the 
AMERICAN MEDICAL ASSOCIATION, 
establishes the quality of product and 
integrity of claims made. This fact is 
attested to by more and more Adver- 
tisers who have proved TODAY'S HEALTH 
to be a successful advertising medium 
for their products. Facts on request. 


foal 


A PUBLICATION OF AMERICAN 


MEDICAL A 


535 N. DEARBORN ST., CHICAGO on 
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advertising. 

“There is no doubt that the very 
successful co-op campaigns have 
been among the most important 
factors in the success of our sales 
efforts.” 


@ The dealer aids also come in 
for more than average attention. 
On every product W-C prepares 
a series of direct mail postcards and 
envelope stuffers. These are of- 
fered to the dealers at less than 
cost, and much of the activity of 
W-C’s representatives and distrib- 
utors’ salesmen is devoted to get- 
ting the dealers to buy and use 
these materials. Also provided are 
displays, window streamers, count- 
er folders and other printed mate- 
rials. 

“We know,” Mr. Seaman says, 
“that there are millions of fam- 
ilies and businesses that can be 
interested in one or more W-C 
products if its features are de- 
scribed to them directly. The di- 
rect mail, the co-op advertising or 
the display implants the idea that 
the product may be desirable. Re- 
peated contact gets them into the 
store or develops an inquiry. Then 
the sale is surprisingly easy.” 


@ This is borne out by the records 
of distributors on follow-ups of in- 
quiries, Mr. Seaman says. Many 
distributors report that more than 
50% of all inquiries result in sales, 
while one distributor says his ratio 
is at least 90%! 

Mr. Seaman believes in permit- 
ting flexibility in use of co-op 
funds. For this reason, there are at 
least a dozen very successful radio 
shows featuring W-C products. In 
Portland, Ore., for instance, United 
Radio Supply Inc., W-C distribu- 
tor in the area, co-sponsors with 
a new dealer each week a three- 


and-a-half hour show in which a 
disc jockey operates right in the 
dealer’s show window. 

Not only is the show one of the 
most popular on the air, but street 
traffic is very heavy. When using 
co-op funds for this show was pro- 
posed to Mr. Seaman, he agreed 
to try it. It’s proved so popular 
that the dealers are pressing for 
chances to co-sponsor it. 


e TV has also been included in the 
co-op program. Mr. Seaman has 
had a series of one-minute spot 
commercials produced on each of 
the consumer products and these 
are offered for local sponsorship. 
Several distributors have developed 
regular shows that feature W-C 
products, using spot commercials 
as the opening, middle and closing 
plugs. In Detroit, the distributor 
reported that sales doubled after 
he put a one-hour variety show on 
a local TV station. In Cleveland 
the distributor uses a W-C wire re- 
corder appearing on the screen to 
deliver some subtle sales talks, in 
addition to the regular commer- 
cials. 

With five different types of ma- 
jor products and nearly 700 dis- 
tributors, keeping things moving 
takes a lot of management and 
stimulation. Besides the periodic 
“flying circuses,” the company 
holds an annual sales school for all 
its distributors and their sales per- 
sonnel. 

Mr. Owen constantly funnels in- 
formation, reports on advertising | 
and copies of publicity material to 
all the company’s regional repre- 
sentatives and the distributors. | 
And one representative was heard | 
to remark: “I know more about! 
what the factory is doing to help 
me sell than I know about my onl 
office.” | 


$75,000,000 for Soft Drink Advertising | 
Shown by ‘Bottlers’ Gazette’ Data Book 


New York, Aug. 9—Soft drink 
bottlers and franchise companies 
spent approximately $75,000,000 in 
magazine, newspaper, radio, out- 
door and point of purchase adver- 
tising in 1950, according to Nation- 
al Bottlers’ Gazette. 

In a new illustrated brochure, 
“The Soft Drink Industry,” the 
publication reviews sales and mar- 
keting data concerning the bottling 
business, which marketed approxi- 
mately $900,000,000 (wholesale) in 
bottled soft drinks last year. 

Highlights of the report include 
the following: 

1. There are about 6,600 active 
soft drink bottling plants at the 
present time, with the largest 
number in Pennsylvania, New 
York, Texas, Illinois, California, 
Ohio, Massachusetts, New Jersey, 
Wisconsin, Missouri and Georgia. 


e 2. The total industry investment 
in mid-1948 was between $500,- 
000,000 and $600,000,000—and 
probably is about $100,000,000 
higher today. 

3. About 2,000 plants manu- 
facture only one product. Thus, 
the majority of plants turn out a 
variety of the more than 30 flavors 
available. 

4. Nationally, the most popular 
flavor is cola, which accounts for 
approximately 60% of all soft 
drink sales. The next best sellers, 
in order, are orange, lemon, lem- 
on-lime, grape, root beer, ginger 
ale (the industry’s first beverage 
flavor), cream soda, club soda, 
strawberry and cherry. 


e 5. Flavor preferences vary 
strongly by regions. In the East, 
for example, 40% of the total 
carbonated beverage market is 
cola, while in the South more than 
85% of the sales are cola drinks. 
And while ginger ale has 28% of 
the market in the Northeast, it 
has only 6% of the market on the 
West Coast. 


| 
6. The average 6-12 oz. bottle | 
costs 4¢—5.5¢ or more with an 
applied color label (ACL) fused in| 
the glass. The average price of a 
quart bottle is 7¢, or 8.9¢ ACL. 
The publication says that while the 
use of the one-trip no-deposit bot- | 
tle is increasing, “the ability and 
willingness of either the bottler 
or the consumer to absorb the bot- 
tle cost (approximately 54%¢) has 
not been conclusively established | 
due to the short period of time it 
has been on the market.” | 


| 
#7. More bottled drinks are| 
bought on impulse than for any| 
other reason—hence the enormous | 
quantity of point of sale advertis- 
ing employed by bottlers. 

8. Major industry outlets are 
retail stores, such as food stores, 
drug stores, delicatessens, etc., al- | 
though about 12% of all bottled | 
soft drink sales now are made via | 
vending machines. 

9. “The intensive development | 
of the ‘home’ market looms as the 
industry’s greatest sales potential. 
Television, incidentally, should 
assist greatly in this development. | 
The new advertising medium pro- 
vides a natural setup for promoting 
home use of soft drinks and parent | 
companies may be expected to use 
it for that purpose.” | 


e 10. The average plant serves 
from 2,000 to 3,000 outlets, al- 
though larger plants have as many 
as 10,000 outlets. 

The last few pages of the bro- 
chure are devoted to the National 
Bottlers’ Gazette, which has car- 
ried ads of two advertisers con- 
tinuously since its founding 69 
years ago; two advertisers for 54 
years; five others for more than 
39 years and an additional half 
dozen advertisers for more than 
35 years. 

Copies of the report are avail-; 
able from the publication, 9 E. 
35th St., New York 16. 


W. J. Fuchs Appointed A.M. 
of Deep Rock Oil Corp. 


W. J. Fuchs, formerly v.p. of 
Winius-Brandon Co., St. Louis 
agency, has joined the marketing 
division of Deep 
Rock Oil Corp., 
Chicago, as ad- 
vertising and 
sales promotion 
manager. 

Before joining 
Winius-Brandon, 
where he most 
recently was ex- 
ecutive on the 
Deep Rock ac- 
count, Mr. Fuchs 
was assistant ad- 
vertising mana- 
ger of Brown Shoe Co, and be- 
fore that was with Firestone Tire 
& Rubber Co. His headquarters 
will be in Deep Rock’s Tulsa of- 
fice. 


W. J. Fuchs 


Coke Has Largest Halt-Year 
Largest first half-year gallon 
sales in its 65-year history were 
reported last week by Coca-Cola 
Co., New York. Profit for the first 
half was $27,156,099 in 1951 as 
against $26,291,696 in 1950 for the 
company and consolidated subsid- 
iaries. After taxes and all other 
charges, consolidated net profit for 
the first half was $12,816,041 com- 


pared with $14,630,650 for the 


similar period of 1950. 
CBS-TV Appoints Two 


Arthur Duram, market research 
counsel of Columbia Broadcasting 
System since February, 1950, has 


been named assistant sales man- 
ager of CBS-TV, New York. Mean- 
while, Merritt Coleman, who has 
been with the network for several 
years, has been appointed director 
of business affairs of the television 
division. 


VATED Sui 


(DULUTH-SUPERIOR) 


NOW! 
710 KC.-5000 WATTS 
INCREASED COVERAGE 
EXCELLENT ADJACENCIES 


NATIONAL REPRESENTATIVES: 
Free & Peters, Inc. 


Heap 


with GREMLINS 


FOR THE PHOTOENGRAVING BUYERS OF CHICAGO 


In aviation slang, “Gremlins” are invisible beings who foul up man-made machinery 


and fight the gocl of perfect performance. 


In photoengraving there are special gremlins . . . variables of temperature, humidity, chemical 


reaction, etc., . . . which must be overcome to produce engravings suited to fine reproduction. 


As standards of photoengraving are raised to satisfy the higher demands of advertisers, and 


advanced printing plate manufacturers and high speed multi-color printing, the war against these 


variables becomes more intensive. One advantage that our members have over competition is 


that we share our shop experiences. We attack engraving “gremlins” in a body, with the result 


* that we are constantly raising our manufacturing proficiency. 


These are good practical reasons why a majority of engravings bought in Chicago are produced 


by our members. 


AD-PLATE ENGRAVING CO 


BLOMGREN BROS. & CO 

BONCRAFT CORPORATION 

CENTRAL TYPESETTING 
& ELECTROTYPING CO. 


FAITHORN CORPORATION 
FOOTE. CONE & BELDING 


. 
zx 


AMERICAN COLORTYPE COMPANY 


COLLINS, MILLER & HUTCHINGS, INC 
RR. DONNELLEY & SONS COMPANY 
DOT ENGRAVERS. INCORPORATED 


GLOBE ENGRAVING & ELECTROTYPE CO 
ILLINOIS PHOTO-ENGRAVING COMPANY 
JAHN & OLLIER ENGRAVING COMPANY 
LAKE SHORE PHOTO ENGRAVING CO.INC 
LIBERTY PHOTO ENGRAVING CO. INC 
MANZ CORPORATION 
McGRATH ENGRAVING CORP 
THOS. F. McGRATH & ASSOCIATES 
NATIONAL ENGRAVING COMPANY 
NORTHWESTERN PHOTO 

ENGRAVING CO. 


@G> Chicago Photoengravers Association 


BOARD OF TRADE BUILDING - 


PONTIAC ENGRAVINGS ELECTROTYPE CO 
PREMIER ENGRAVING COMPANY 
PROCESS COLOR PLATE CO 

RELIABLE ETCHCRAFT CORPORATION 
REVERE PHOTO ENGRAVING CO 
ROGERS ENGRAVING COMPANY 
STANDARD PHOTO ENGRAVING CO 
STEARNS & COMPANY 

SUPERIOR ENGRAVING COMPANY 
WALLACE-MILLER CO 


CHICAGO 
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ur neck is 
out a mile! 


We’ve been making some strong statements about 
advertising at the point-of-sale. 

In our current advertising campaign we have said that 
this vital link in the marketing program too often is 
slighted. Too often it gets the “last-minute treatment.” 

We have the answer to this problem—an organization 
dealing strictly and exclusively with advertising at the 
point-of-sale, equipped with the know-how and facilities 
to give you a point-of-sale program that produces top results. 

We have the nation-wide organization, the creative 
staff and merchandising experts, art and production 
facilities to design and produce displays of every kind 
(note our product list below!). 

So, we say we can do a better job for you . . . and that’s 
sticking our neck out plenty. Why not make us prove 
our case! Write Chicago Show Printing Co., 

2640 N. Kildare, Chicago; 400 Madison Ave., New York; 
Offices in principal cities. 


* Econo Truck Signs * Mystik Can and Bottle Holders * Booklets and Folders 


a a 
¢ Cardboard Displays + Cloth and Kanvet Banners and Pennants = * Stanzal!Outdoor Signs 
° Animated ot * Mystik Self-Stik Displays * Mystik sai tran Avert ‘S14 G at the POINT-OF-SALE 
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